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first load of juice from the local utility. Another 100,000 
will join them this year. And a farmer burning electriéity~ 
for the first time instead of kerosene is ripe for other 

appliances. In fact, one utility surveyed a thousand elec- 

trified farms recently and found that 82.5 per cent had 

bought washers, 16.5 per cent went in for refrigerators 

and 14.6 per cent began to cook electrically. That's a 

woh ma market no one can afford to overlook. 
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‘The 
Merchandising Month 


HE editorial printed last month 

on this page, dealing with the 

possibilities of the new home 
market, has produced many thought- 
ful and stimulating comments. In it 
we pointed out the immense return 
possible to the electrical utilities, man- 
ufacturers, distributors and contract- 
ors if the 425,000 new homes to be 
built this year were wired and 
equipped to anything like electrical 
adequacy. We also pointed out that 
it was practicable to so equip them 
at a very low monthly payment by 
the new home buyer. 

A number of utility men have re- 
minded us that we have overlooked 
the larger market that exists in nearly 
22 million homes now connected to 
the power lines. 

It is generally agreed that if new 
homes are adequately wired and 
equipped with even partial electric 
kitchens and provision for air con- 
ditioning that the force of example 
will act to better the inadequately 
wired, insufficiently equipped home 
which is our present average. But 
many of the letters received expressed 
the conviction that it is not enough 
to equip the new homes as good ex- 
amples; something must be done to 
raise the level of wiring that hampers 
our present market. 

The electrical industry has had this 
matter on its conscience for many 
years. Ten years ago the home-light- 
ing essay contest revealed clearly the 
hopelessly inadequate character of the 
wiring and lighting of our customers. 
But these disclosures produced no ac- 
tion tending to correct the situation. 

The Red Seal movement produced 
very limited results in bettering even 
the wiring of new homes and left 
the problem of the old home un- 
touched. Homes by the millions have 
been built with wiring systems that 
nullify a vast amount of selling effort 
on the part of the appliance trade. 
Contractors, seemingly, cannot be in- 











duced to sell better wiring and the 
public has never been so awakened 
to its advantages as to demand it. 

Here is a whole enormous segment 
of our market where sales resistance 
is high due to limited service provi- 
sions that hamper appliance use. It 
has been the habit of electrical men 
in the past to look on this situation 
with a feeling of helplessness; the 
task was so great and the several in- 
terests which might attack the situa- 
tion were so divided. There is some 
hope of betterment today. 

NEMA has a program, limited it is 
true, but still a program to promote 
more adequate wiring. The new wir- 
ing manual produced by a distin- 
guished committee will undoubtedly be 
helpful. The great need is an aroused 
industry and the kind of leadership 
that created the Better Light move- 
ment. 


* 
BUSINESS 


HE first indications of 1937 ap- 
pliance business comes to us in 
the January figures now available. As 
was generally predicted these figures 
are favorably up. Vacuum cleaners 
lead with the highest percentage; floor 
cleaners show an increase of 23.2 per 
cent, hand cleaners 30.1 per cent, 
ironers are taking a spurt being up 
19.1 per cent over the preceding year. 
Refrigerators are up sensationally 
with an increase of 46.2 per cent. 
Washers are about holding their own 
with an increase of 2.1 per cent; but 
this is an increase over a_ record 
month and can be read as a favorable 
indication. 

Forecasts of great increases in resi- 
dence building are completely justified 
by January figures. Dodge reports 
for 37 eastern states show an increase 
of 109 per cent over January 1936. 


ICE ON THE RADIO 


AM VINEBERG, manager-secre- 

tary of the Electrical League of 
the Niagara Frontier, has started a 
protest against the radio program 
broadcast by Ice Industries Associa- 
tion. Listening in, he discovers among 
other things that the ice industries 
are making as much out of the term 
“air conditioning” in their radio pro- 
grams as they make of it in their 
printed advertisements. 

We are printing a letter which he 
has addressed to the National Elec- 
trical Manufacturers Association on 
page 62 and we earnestly hope that 
electrical men will join in this protest 
which is eminently justified and fair. 

It happens that the ice industries 
are among the very best protesters of 
which this writer has ever had any ex- 
perience. A year ago Electrical Mer- 
chandising published a cover which 
was interpreted by men in the ice 
business as an unfair reflection on ice 
and ice refrigerators. Protests poured 
in on the publishers in a _ perfect 
avalanche. 

We were even reminded by associa- 
tions in our own field that they had 
understandings with the Ice Indus- 
tries Association which made any re- 
flection on ice distinctly out of step. 
This particular writer was very much 
kicked around at the time by everyone 
that the ice industries could draft into 
protesting. 

I never heard of anything that 
aroused electrical men to a cor- 
responding degree but I feel sure that 
if electrical merchants, salesmen, utili- 
ties and manufacturers would address 
their protests to the broadcasting sys- 
tems that they might succeed in elim- 
inating some of the statements ice 
people are making and of which Mr. 
Vineberg so properly complains. 
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has his clerk install his displays 
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paper for his displays 
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plays would improve them 


13 has two windows to the store 


15 uses X-ray reflectors 
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HOW THE AVERAGE ELECTRICAL 
RETAILER VIEWS HIS WINDOW DISPLAY 


To secure an insight into window display practices and policies of typical elec- 
trical dealers, a selected list of 1500 were asked to report on some 20 questions. 
From the |77* replies, covering nearly every type of electrical retailer exclusive 
of light and power companies, and nearly every state, the editors have drawn this 


The average electrical dealer— 


| is well satisfied with window display results 

2 does an electrical business of $43,561 

3 spends $482 annually for window display, or 1.11%, 

4 depends on manufacturer, jobber and himself for his window dis- 


prefers (1) signs, (2) cards, (3) litho cut-outs, (4) posters, (5) crepe 


7 changes his windows weekly or twice monthly 

8 believes he gets good cooperation from the manufacturer 

9 uses about half the displays sent him 

0 has made little or no effort to check window display results 

| thinks (1) more action and motion, and (2) better quality in dis- 


12 has his store in the central shopping district or on its fringe 
14 has show window lighting that might be improved 


16 has a separate power circuit (7) in window 
17 has at least a partial background in his windows 
18 has on the average, a window display “circulation” of 500 to 


19 finds his peak traffic day is Saturday and 
20 his poorest traffic day is Monday 


of all replies were from straight electrical dealers such as comprise about 
40%, of the subscribers to Electrical Merchandising. 








INDOW display has one at- 
tribute, at least, possessed by 
no other advertising and sell- 


ing medium. It is the only one where 
all the elements necessary to effect a 
sale are brought together: the pros- 
pective purchaser, the seller, the mer- 
chandise itself, and the advertising or 
sales story. 

Window display, therefore, can be 
used as a simple and complete-in-itself 
method of marketing a given product 
through the retail store, independent 
of all other methods of promotion. 
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This fact, if no other, merits special 
consideration and study on the part 
of the electrical retailer who can boast 
an establishment where location “ex- 
poses” his display windows to a rea- 
sonable “circulation” of passersby. 

This question of “circulation” is the 
vital ingredient in the use of any ad- 
vertising medium. Circulation may be 
termed the number of people, or read- 
ers, to whom the advertising message 
is “exposed” in its life. Without some 
sort of circulation of the advertising 
or sales message it is valueless. 














Windows 


By Roi B. 


Keep this thought of circulation 
always in mind, Mr. Electrical Re- 
tailer—it is the life-blood of your 
most economical and effective selling 
and advertising medium—window dis- 
play. And here’s another thought for 
you: window display circulation has 
one unique characteristic possessed by 
only one other advertising medium— 
the outdoor poster or sign. It is this: 
whereas in all other forms of adver- 
tising the advertising message must 
itself circulate, in window display, the 
circulation comes to the medium. And, 
as we have said, window display dif- 
fers from all other mediums in that it 
permits exposure of not only the ad- 
vertising message, but the merchan- 
dise itself, and the price, terms, etc. 
to the prospective customer, and it 
does this at the point of sale. 

Any study of window display, there- 
fore, may well start with this ques- 
tion of circulation—which is another 
name for traffic. And traffic is a term 
having to do with the movements of 
people. 


Principle of the Cross-Road 
Store 


When the first American shopkeeper 
placed his store at the corner cross- 
roads it was this intuitive knowledge 
of the importance of the movement of 
people that impelled him to do so. 
He chose this site because, at the 
crossroad, his establishment would be 
exposed to a double volume of traffic, 
thus making it accessible to the great- 
est number of customers. And the 
location of every retail trade outlet in 
America today is determined by this 
simple crossroad principle—placing the 
store where it is accesible to the mazxi- 
mum buying power under the easiest 
and most convenient conditions. 

As Dr. Miller McClintock, Amer- 
ica’s No. 1 traffic authority, has 
pointed out, traffic has a daily cycle 
that is regularly repeated. This cycle 
can be measured, charted and timed. 
He has determined that there is a time 
when this cycle begins, a time when 
it increases to maximum volume and 








MARCH, 





Woolley 


a time when it diminishes to near 
zero. Thus in the morning there is a 
peak, the traffic flow comprising those 
going to work etc. Later this move- 
ment increases due to the influx of 
shoppers, and to business activity. In 
the afternoon the traffic tide increases 
further as a result of shopping, recrea- 
tional and business activities. The 
high point is reached when this after- 
noon peak is combined with the home 
ward rush. There is an evening peak 
between 7 P.M. and 9 P.M. where the 
traffic is composed almost entirely of 
people on pleasure bent. Following 
this the tide of traffic recedes rapidly 
being almost negligible at midnight. 
Traffic—or “circulation,” is made up 
of three classes (1) pedestrian (2) 
vehicular, and (3) mass-transportation. 
Insofar as window display is con- 
cerned, the actual effective circulation 
is found in the pedestrian group. 
However, according to the results ob- 
tained from intensive studies of this 
pedestrian circulation, not all of it 
can be classed as “effective”. Only 
a portion of the total pedestrian traffic 
comes within direct range of a store’s 
appeal, whether that appeal be a sign, 
or its front, or its window displays 
Only that portion which approaches 
within the zone of effective influenc 
of the window display space provid 
the basis for window display circula 
tion. That portion may be said to be 
the near-side pedestrian traffic—thos: 
who walk on the side of the thorough 
fare adjacent to the window display 
space of the store. Due to the limita 
tions of time and movement it has been 
found that only those near-side pedes 
trians are fully exposed to the window 
display space, and its display contents 


How Fast Does Sidewalk 
Traffic Move? 


Studies of the flow of this near- 
side pedestrian traffic by another traffic 
authority, Mr. John Paver, establish 
the interesting fact that pedestrian 
traffic usually travels at the rate of 2 
to 24 miles per hour, or about 2.9 tc 
3.6 feet per second. Thus, if we set 
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Near-side pedestrian traffic in central shopping district of 
14,000 


a city of 100,000 over an |8-hour period averages. . 


A TYPICAL ELECTRICAL ESTABLISHMENT LOCATED 
IN THE DOWNTOWN SHOPPIING DISTRICT 


Men 55.0% 
Women 34.0%, 
Children 11.0% 








NOTE: The three stores illustrated are 
located in different cities and different 
shopping districts. The figures printed be- 
low the illustrations are NOT indicative of 
conditions in any one community and do 
NOT apply to the particular establishment 
illustrated, but to stores located in corre- 
sponding shopping districts in cities of dif- 
ferent size located in different sections of 
the country. 





These data are taken from preliminary sta- 
tistics released by the National Window 
Display Research. 











A TYPICAL ELECTRICAL STORE IN A NEIGHBORHOOD 


SHOPPING DISTRICT OF A CITY OF 100,000 
Near-side pedestrian traffic over an 18-hour period averages.. 1634 
Men 40.2% 
Women 30.0%, 
Children 28.8%, 


the length of the average electrical re- 
tailer’s window at 7 feet, we find that 
the average passerby is “exposed” to 
that window’s influence for a period 
of about 1.95 to 2.4 seconds. Of course 
the location of the window with re- 
spect to the store itself, the size of 
the display space, its illumination, etc. 
bear upon the length of time the 
walker will be within the influence of 
that window. However, if the deal- 
er’s store has two average parallel 
windows, 7 feet each, the total period 
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of exposure will not be much over 5 
seconds. If this is true, it empha- 
sizes the importance of displays that 
flash their story quickly, clearly, and 
dramatically, if the passerby is to “get” 
the message in that brief span of time. 


“Circulation” has Mass and 


Class 


One other thing about circulation. 
It has both quantity—and quality. 
Today, shrewd retailers evaluate 


MARCH, 1937 





A TYPICAL STORE IN AN OUTLYING OR ISOLATED 
DISTRICT IN A CITY OF 250,000 


Near-side pedestrian traffic over 


an 18-hour period averages 2439 
Men 44.2%, 
Women . 46.2% 
Children 9.6%, 











their window display circulation by 
these two elements—mass and class. 
Their findings determine the nature 
and price of the merchandise they will 
display, when they will display it, and 
the type of display best calculated to 
appeal to the particular kind of cir- 
culation to which their window dis- 
plays is exposed. 

It is an interesting fact, determined 
by many authorities and many studies, 
that in the average city of any size the 
combined daily circulation of the win- 


dow display spaces in all stores exceeds 
the total population of that community. 
This, of course, is not the entire story. 
To complete it, it is necessary to 
multiply the circulation by the number 
of display spaces. Thus, in a city of 
100,000 population, with an average 
circulation of 2,743 near-side pedes- 
trians in a single day, 40 retail out- 
lets selling electrical merchandise, 
averaging 1.5 windows per outlet, de- 
veloped a total daily circulation of 
(Please turn to page 13) 
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PROFIT that Counts 


After 25 years in the electrical appliance business, William 


Turpin of Fresno, Cal., has found there is no disgrace in 


losing a sale... Cutting overhead, avoiding excessive 
trade-ins, selling quality merchandise only— these are the 


rules that have built his business into a money-maker. 


WENTY five irs ago W1 ved that the dirt had been brought “You talk to me about being progres- 








paper bag and inserted into the 
leaner’s bag by hand! 
There was plenty of grief in those 
early day appliances, too—indeed, Mr. 


that he 


Turpin started in the electrical in a 
business in Fresno, California. 
His equipment was an assortment of 
vacuum and a and 
buggy, business con- Turpin says 
ducted almost entirely in the customer’s that it cost him 
home. J else to 


se 
mduct it, for appliances 


sleight of 
leaners horse 
sometimes figured 


about $25 


and his was 
ior e ich 
here was no yf those early sales he made. 

There was no 


' , 
popular that either in the papers or direct by 


place 
done, 
vy mail. 
[he system was to take the appliance 
in fact, they to the front door and then to put on 
good show in demonstrating and 
talk. The means of getting to 
he customer’s house was by horse and 
buggy—that is, it was until one day 
vhen Mr. Turpin had been chiding 

housewife for her old fashioned 
His story 
almost made the sale 


electrical advertising 


were by no means so 


» could be expected to come into 


. 


ask for them 


ve the claims made for i 
when they witnessed em- sales 


nm in the aay } 
nh in their own 


1 
ince on a broom 


and he had 


hen the woman spied the 


was 


horse. 


sive!” she commented. “Why don’t 
you use an automobile?” Right there 
Mr. Turpin’s experience started to 
catch up with him and he learned 
something—a _ lesson, incidentally, 
which has many applications. Need- 
less to say, it was not long before 
the automobile materialized. So, too, 
in its time, did good lighting of store 
and window and modern store equip- 
ment—the point being that of all peo- 
ple in town, the man who sells prog- 
cannot afford to be behind the 
Nor can the electrical dealer 
who specializes in electrical kitchens 
fail to have his own than 
a model. 

As time went on the business grew. 
\t first there were not many appli 
inces to handle—there were, in 


ress 


times. 


home less 


fact, 
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William R. Turpin (center with 
pencil) and his staff hold a 
sales conference. Instead of 
dozens of men in the field, Mr. 
Turpin concentrates on store 
sales and field follow-up with 
a limited staff of caine 
whose work he knows. 


Mr. Turpin interests a customer 
in a washing machine. Selling 
quality goods without price re- 
ductions requires selling abil- 
ity—but it pays in the end in 
increased profits. 


Vv 


only a few available ones upon the 
market, but it seemed advisable to 
have more than one string to the 
bow, to use the customer over again 
by selling a second appliance. So 
washing machines were added in 1913 
and later other lines. After the war 
for a while emphasis was placed on 
vacuum cleaners alone and a wide 
business built up on this line as a 
specialty. A one-line trade is an at- 
tractive business, as Mr. Turpin’s ex- 
perience has shown, providing it is 
possible to build up sufficient volume. 
But it is as hazardous as a one-crop 
farm and as sensitive to the inroads 
of competition in the same line. Mr. 
Turpin has learned by experience that 
the dealer carrying a diversified stock 
is much like the man with the diversi- 
fied farm—he has more work to do, 
but his business is a safer one through 
all seasons and all times. 

However, there was another les- 
son to be gleaned from this decision. 
For the first conviction that the 
vacuum cleaner market was becom- 
ing saturated and that other fields 
must be entered came very early. Per- 
haps as many as two or three per 
cent of the homes owned vacuum 
cleaners! That this was an ultimate 
figure the electrical industry was 
agreed. Mr. Turpin has learned from 
experience that the saturation bogey 
is an imaginary spook. There is no 
such thing as saturation. For by the 
time you have sold all the house- 
wives any one electrical appliance, 
they will start replacing the ones they 
have and adding an extra one or two 
for reserve use. No need to worry 
about the end of a market—just go 
ahead and sell. 
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As time went on branches were 
added to the Turpin establishment in 
different cities of Southern California 
and Arizona. There is a distinct 
advantage in large scale purchasing 
and in concentrating the overhead ex- 
penses of several stores in one head- 
quarters, but experience showed that 
there were dangers, too. For the 
ideal manager of a branch store is a 
rare find. It is too easy for the man- 
ager, who is, after all, only an em- 
ployee, to allow little leaks to pass 
him by and to be a little less than 
vigilant in catching and pressing op- 
portunities. Moreover, the man who 
owns his own store builds up a 
circle of friends in his own com- 
munity, which is missing where the 
business is only a branch. With the 
additional store near enough at hand 
to permit close supervision and with 
the unusual manager in charge, there 
is nothing to be said against branch 
operation. But the experiment has 
pitfalls and is not to be lightly en- 
tered upon by the man who wants to 
expand and sees only the advantages 
in mass purchasing. At least so says 
Mr. Turpin, who has learned by ex- 
perience. 

If early day selling was filled with 
hardships and grief, it had its ad- 
vantages, too. One of them was that 
people paid their bills. As yet unedu- 
cated by installment salesmen and the 
government to expect to buy without 
having the money in hand, they actu- 
ally preferred to pay cash. There were 
no credit and collection problems at 
all. Mr. Turpin can remember the 
first sale which was made on the 
basis of $5 monthly payments. There 
was grave doubt whether this should 
be accepted. But the sale was made 
and the payments were duly forth- 
coming. After that $5 terms were 
talked by salesmen and it was not 
long before almost everybody was 
asking to pay a little at a time. Then 
came a woman who could not afford 
$5 but could pay $3 a month. This 
was finally accepted—and after that 
$3 terms became the customary thing. 
If the customer did not ask for them, 
the salesman, finding verbal going a 
little difficult, would bring this offer 
forth somewhere in the sales talk— 
and thereafter this was the basis for 
discussion. After a while these terms 
became so well known that people ex- 
pected them in advance. The only 
thing which saved the electrical in- 
dustry at that time from $1 terms, 
says Mr. Turpin, was the boom 
period which made money worth so 
little that it took $3 to do the work 
of $1 anyhow. At the present time 
government financing has educated 
the public to expect long terms and 
low down payments. The damage is 
done for the moment, but once the 
industry gets the fixing of terms 
back into its own hands, it may be 
well to remember what Mr. Turpin 
has learned through years of selling 
—that is, that it is really the seller 
and not the customer who fixes the 
terms and that if the electrical group 
as a whole will set down payments, 


By Clotilde Grunsky 


terms and carrying charges upon a 
basis which will yield fair returns, 
the public will go on buying just the 
same upon these adjusted grounds. 

Business was good following the 
war, and volume of sales grew. In 
vacuum cleaners alone, through its 
various branch stores, a $1,000,000 
business was built up, reaching as far 
east as Amaryllis, Texas. And yet, 
Mr. Turpin found, when he began 
to check up on his accounts, profits 
were not particularly large. What 
was the use, he argued to himself, of 
a large volume if it did not yield 
profits? Which is perhaps the most 
important lesson his experience had 
yet yielded. He learned, in other 
words, that volume alone means noth- 
ing; it is profits that count. 

A corollary to this theorem and a 
business principle upon which it is 
safe to build is the maxim that there 
is no disgrace in losing a sale. The 
dealer who is willing to offer ex- 
cessive trade-in values, or to cut price 
in any form below his safe margin 
of profit, is simply digging his own 
grave. This does not mean that there 
should not be improvements in busi- 
ness methods which should properly 
reach the customer in lower prices, 
but the only safe principle of doing 
business is on the basis of a safe 
and sure margin of profit. Far bet- 
ter to lose a sale than to sell at a 
loss, or at an even break. For in the 
latter case, not only is there no gain 
in the transaction, but the opportunity 
of doing business in the future at a 
profit is undermined with every cut 
price. 

Since 1930, Turpin’s has gradually 
been pulling in, closing many of its 
branches and concentrating on main 
store business. Whereas at its height 
there were more than forty sales- 
men maintained in the field, emphasis 
is now far more upon store business, 
with follow-up on leads initiated on 
the floor. At the same time, advertis- 
ing has been increased. The radio 
has proved a most satisfactory me- 
dium for reaching customers and 
newspaper advertising is used as well, 
especially when there is real news to 
be announced in the ad. The store 
has a regular percentage appropria- 
tion for this purpose. 

One lesson which Mr. Turpin cred- 
its to no one experience, but which he 
has learned in every minute of his 
twenty-five years of selling, is that 
only quality merchandise pays. The 
man who sells poor quality goods may 
make money for the moment, but over 
any length of time only high stand- 
ard appliances will stand up. Every 
friend means not one but many cus- 
tomers influenced. And conversely, 
an enemy will do untold damage. In 
fact, bad news seems to spread more 
rapidly than good. The merchant 
whose customers have learned to trust 
his advice and to depend upon his 
following up his word with service, 
has built a foundation for success 
which grows increasingly secure with 
the years. By selling better merchan- 

(Please turn to page 114) 
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The duck hunter gets fed up with 


it unless he gets a chance to shoot. 


Same with appliance selling. Give 


the fledgling salesman the thrill of 


his first sale. 


By Gerald E. Stedman 


activities in hiring salesmen, with the 
most precocious personality, is usually 
the one that you should avoid hiring or 
towards whom you should give much 
training attention. How to select them, 
induct them, initially train them— 
these are important questions. 

Too often, when relying on book 
learning, the earnest merchant tries to 
make the process of adding to his sales 
force too complicated. He tests out 
complex formulae of character analy- 
sis, and I. Q. ratings, with the result 
that he enlists a lot of flops that never 
perform. The rules to follow, avoid- 
ing all complexity, in selecting and 
inducting salesmen into any merchant 
organization, are: 

(1) Does the applicant look right? 
Does the chap give you a positive 
reaction? Do you like him? Is he 
neat? Is he earnest? Does he mean 
business? Has he ambition Does he 
want to go somewhere? Is he married? 
Is he toned to an appreciation of the 
values of home life? Has he the 
tendency to become religiously fervent 
over the service to be rendered in the 
enrichment of homelife through appli- 
ance selling? Has he the possibility 
of becoming emotionally aroused to 
the good he can do in introducing 
families to a better way of living? 
Does he place the service he can render 
before the earnings he can gain? Is 
he essentially sound? Does he like 
folks? You can spot the fellow who 
is really desirous of getting some- 
where as compared to the shallow 
type of bird who is hunting for a job 
on a hoodwinking basis. No one who 
is not sincere has a place in appliance 
selling. 

(2) Does the applicant believe in 
himself? How can a man sell any- 
thing else, if he is unable to sell him- 
self? Faith and belief in one’s self 
and in what one is doing is a cardinal 
principle of success in appliance sell- 


ing. This is no business for a weak 
ling to engage in with the notion that 
he can find an easy chair’or that he 
can get by with a modicum of energy, 
conviction or effort. No one is so 
able to discover insincerity as the 
average housewife. She is naturally 
suspicious of all men and she is a 
shrewd buyer. There is an atmosphere 
of agnosticism about every buying 
movement she makes. But she loves 
the salesman who beams with belief 
in himself and in the thing he is sell- 
ing for her. benefit. Not an arrogant 
and conceited belief, but one which, 
born of assurance that he is con- 
tributing something vital, will refuse 
to take “no” for an answer. 

(3) Will he believe in you? Each 
salesman must have an essential loy- 
alty for the merchant he represents. 
So far as the prospect is concerned, 
the salesman personifies the merchant 
—his ideals, policies and practices. 
Any salesman is motivated plus or 
minus in relation to his fidelity to the 
man for whom he works. Is he a man 
who can instinctively like you and 
the things for which you stand? Many 
retail organizations have been wrecked 
or bewildered by some malcontent who 
was so disloyal and political as to set 
up a chain of gossip that corroded the 
entire selling organization. Further, it 
is dangerous to select someone who 
might seem to have the abilities of a 
star salesman—I have never seen one 
who wasn’t working for himself rather 
than the organization with whom he 
was identified. 

(4) Has the prospective salesman 
a genuine tone of belief in the prod- 
ucts he is to sell? 

No one can sell a thing in which 
he doesn’t believe. There must be a 
deep appreciation by the prospective 
salesman for the contribution of the 
appliances he is supposed to sell in 


(Please turn to page 16) 


PAGE 7 














Coal 


POKERS ar 


electric refrigerators. 


, 
easier to sell 


This statement 
David O. Royster, manager of the 
Stoker Distributing Co., St. Louis, as 


he told of the company’s successful 


was made by 


stoker selling methods. 

“Why ?” he repeated. “Mr. and Mrs. 
John Public can feel and see the bene- 
fits of automatic heat. The stoker ends 
the job of running up and downstairs 
to look at the 
drudgery of shaking down and carry- 
ing out ashe And that’s the 
we are spreading around 


furnace, and the dirty 


story 
There are 
greater savings accruing from the in- 
stallation of a stoker than putting an 
electric refrigerator or 


utility in the 


any other 
modern home.” 

Coal dealers are perhaps the best 
source for prospects. Other 
sources are builders, contractors, archi- 
tects, heating equipment dealers and 
the daily legal records 


stoker 


“Many coal dealers have been selling 
and delivering coal to 


families for 
years, “In many cases 
they confidence of their 
customer and if he were to recommend 
a stoker broken 
We pay the coal dealer $5 to 
$10 commission if his prospect buys 
a stoker 


says Royster. 
have the 
sales resistance is 


down 


“We watch the daily record columns 
on contemplated construction, bids 
called for and building permits. We 
contact the builders in their offices and 

the ground.” 

In the way of a sales approach to 
the housewife the 
manager 


Stoker Co. sales 


makes it “not 
here to sell but to swap some informa 
tion about heating systems.” 
winter days he 


“les } ce 
ciear ne is 


On cold 
has from 
to home in selected residential districts 


gone home 
looking for opportunities to make sur- 
veys. A cold day is the best day. 

“Tf the front 


north wit 


biting 


Iront 


door faces a 
don’t go to the 
door,” Royster remarked. “My recep 


tion would be cold I'll go around 


house. While 
home I'll get the 
name and address of a neighbor and a 
few details about his heating problems, 
if I can 
trouble 


to the south side of the 
making a call at a 


‘I heard you were having 
in heating a room where you’d 
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Stoker 


“With this automatic thermostat, you can control the temperature from your 
living room," is one statement which makes a strong appeal to a woman, says 


Sales Manager David O. Royster. 
indicates an obstruction in the hopper. 


like to have heat,’ is a method of ap- 
proach I use when I have some details. 

“When | 
at home, I 
tell you 
problems. 


find the housewife is not 
She'll 
family’s heating 
The information gives me 
something tangible to take back to the 
home when I make a second call. Ill 
ask her if I can send a competent man 
to the home to make a survey. I get 
turn downs. I also get a lot of live 
leads.” 

A common line of sales resistance is 
the statement of a man that he wants 
automatic heat but not the kind in 
which he must fill the hopper and re- 
move the clinkers. Royster’s reply 
to this objection is: 

“Wouldn’t you rather have auto- 
matic coal heat when you know that 
it is going to cost you considerably 
less than the next lowest price fuel 
used for automatic heat? We have bin 
feed models which feed the coal from 
your bin direct to the burner. 
mind removing a 


talk to the maid. 
about the 


Do you 
few clinkers once 
a day if it means distinct savings ?” 

In floor demonstration work, Stoker 
Co. salesmen are trained to pound hard 
on the convenience, cleanliness and 
dependability of the stoker. The sales- 
men fuel is fed up 
through the fire from below. Com- 
bustion engineers agree that coal burns 
most efficiently in that way, they ex- 
plain. The heat first releases and 
burns the combustible gases. The 
ultimate complete combustion of the 


show how the 


When the light flashes on in the kitchen it 


eliminates smoke and soot in 
the house, and dirt, dust and ashes in 
the furnace room. 

“We take the prospect to the auto- 
matic thermostat control board,” says 
Royster. “This stage of demonstra- 
tion has a distinct appeal to the woman 
who wants conveniences. We show 
her that you really tend the heating 
plant from the living room. We show 
the woman how she can leave her 
home in the morning at 9 o’clock, with 
the thermostat set for a lower tempera- 
ture while she is away and so adjusted 
that a normal temperature will be 
reached when she gets home at 5 
o'clock. 

“The man shows 
fuel saving feature. We tell them 
how the night thermostat cuts the 
heat off at bed time to a low tem- 
perature and cuts it in to normal 
temperature in the morning without 
getting out of bed. We explain that 
a red light or a gong can be installed 
in the kitchen to show when an ob- 
struction is in the hopper.” 

As for terms the FHA loan plan 
is suggested if the customer does not 
want to pay cash. If FHA banks will 
not finance the stoker purchase because 
the man’s credit rating is unsatisfac- 
tory the stoker is sold only for cash. 
In the event the purchaser is a renter 
FHA loans can be arranged for if he 
gets a lease from the property owner 
which will run six months beyond the 
date of the final payment. 


coal 


interest in this 


MARCH, 


Stokers are sold to persons wh 
have no lease and where cash is paid 
when a signed statement is secured 
from a property owner that the stoker 
can be removed from the furnace 
when the tenant moves. 

It is specified in the statement that 
the stoker owner shall have the right 
to move the stoker from the house 
provided that the furnace doors, grate 
and shaker are put back in the same 
condition as they were previous to the 
stoker installation. Unless a signed 
statement to this effect is drawn up 
by the dealer the stoker owner must 
get the consent of the property owner 
before he can move the equipment. 
And the stoker owner may run into 
difficulties on this score with some 
property owners. 

If a prospect prefers to talk to a 
user, or he shows doubt about a 
stoker’s efficiency he is readily accom- 
dated. If he owns a large and expen- 
pensive home he is taken to a big and 
costly residence where the stoker has 
been installed. If he lives in a home 
up to 10 rooms he is taken to a house 
where the small model is in operation. 
For churches, school buildings, apart- 
ments and other buildings, the pros- 
pective purchaser is given a practical 
demonstration, 

Cold weather installations make for 
no inconvenience or discomfort to the 
occupants of the home, apartments or 
public buildings. In apartments the 
installations arc made between 10 
o’clock at night and 6 o’clock the next 
morning. In small and medium size 
homes the stokers are put in during 
the day time, and if near-zero weather 
is prevailing it is suggested that mem- 
bers of the family remaining at home 
visit at the home of friends or rela- 
tives for several hours. For hotels, 
theaters and large buildings, the in- 
stallation work is begun on a Saturday 
night and completed by Monday morn- 
ing. 

To a prospect’s objection that he 
has already put in his winter coal, the 
Stoker Co. offers to take out the lump 
coal and put in the oil treated coal 
without cost to the user. The hauling 
charge is usually paid by the stoker 
firm or the coal dealer. 
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... And they sell themselves on demonstration, says this 


St. Louis distributor who sees the automatic coal stoker as 


a natural addition to the electrical dealers’ specialty line. 


An inspection of the furnace and 
survey of the home and building is 
made after the owner is willing to 
consider an estimate of the cost of a 
stoker installation. “If we find that 
the condition of the furnace is so 
bad that it is inadvisable to install a 
stoker we frankly tell him what 
changes will have to be made,” says 
Royster. “If he objects to making the 
improvements we will advise him not 
to buy the stoker. It will not make 
up the deficiency of a broken down 
or inadequate heating plant. The 


stoker will improve the efficiency of 
the heating plant 20 per cent.” 

Stoker selling fits in squarely with 
the set up of the up and going elec- 
tric appliance dealer, in Royster’s opin- 
ion. 

“Electric appliance salesmen can 
work up prospects from among the ac- 
counts to whom they sold a refrigera- 
tor, washer or radio,” he says. “The 
worth while prospects can be turned 
over to a stoker salesman to close. 


There is considerable work to be done 
and the basement to keep clean. This 


point is effective with a man and his 
wife who have children. 

“Stoker advantages produce con- 
vincing arguments for the electric ap- 
pliance salesman. It will pay for itself 
in three to four years because of lower 
coal bills. Wherever smoke is going 
out the chimney the consumer is losing 
up to 40 per cent of heat in this way. 
The stoker eliminates this loss. Auto- 
matic heat reduces the hazard of 
illness due to unequal heat. Without 
this service you have extreme low 
or high temperature. 
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Howard Barman 


‘LHEMSELVES 


“The stoker cabinet is now built at- 
tractively with all working parts fully 
enclosed which will prevent accidents 
in closing a sale and it requires all of 
his time. 

“As for a stoker salesman’s com- 
mission, we pay 10 to 12 per cent of 
the full list price. The turnover in 
salesmen has been what you would ex- 
pect when introducing a new utility 
to the public. The buying is seasonal 
today but in a few years I believe 
stokers will be sold the year ’round. 
The peak season is and will be in Sep- 
tember, October and November. 

“The stoker is easily installed with 
any furnace or heating plant now in 
service—warm air, hot water, steam 
vapor or high-pressure boilers. Used 
with the warm air system, we recom- 
mend that the air be forced by a 
blower. Pressure means instant heat 
and better circulation. 

“Chief concern of the electric ap- 
pliance dealer who decides to enter 
the stoker business is to make certain 
that the line he takes on is one backed 
by a reputable manufacturer. He must 
do this so that service calls won’t eat 
into profits.” 

Royster began his career in heating 
equipment distribution in 1910 when 
he took up advertising and selling 
work for the St. Louis distributing 
office of the Bishop-Babcock-Becker 
Co. of Cleveland. 

Organized Dec. 1, 1935 to distribute 
the Anchor Kolstoker line in Metro- 
politan St. Louis, the eastern half of 
Missouri and Southern Illinois, the 
Stoker Distributing Co. has 45 repre- 
sentative dealers in this territory. All 
stoker sales are made through retail 
dealer outlets. The dealer has the 
privilege of bringing his prospects to 
the firm’s modern display room, where 
he will be given assistant in closing 
sales. All installation and service de- 
tails will be handled by the distributor. 


"You're through with the drudgery of 
shoveling coal when you put this stoker in 
your home," prospects are told as they view 
this stoker installed in a warm air furnace 
in operation in the show room of the Stoker 
Distributing Co. of St. Louis. 
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SALES FEATURES... 


BUILD EXTRA PROFITS FOR EASY DEALERS 


Hundreds of EASY dealers make over 40% 
of sales on models $100 and up 


EASY dealers make extra money on 
washer sales, because they sell a bigger 
percentage of higher-margin models than 
those who retail ordinary brands. 


How are they able to do it? Because of 


EASY’S exclusive sales features! These 
features, described on the opposite page, 
indisputably put EASY quality head 
and shoulders above all others. 

EASY leads, too, in promotion and ad- 
vertising cooperation. Test- 





COMPLETE MERCHANDISING SERVICE 
INCLUDING SALES TRAINING FILMS 


ed newspaper advertise- 
ments; an impressive win- 





dow display service; folders, 


handbills, booklets and 





mailing pieces; complete 


demonstration and sales 
training material all sup- 
port EASY dealers in get- 
ting their bigger share of 
the industry’s business. 


Easy Washing Machine 
Corp., Syracuse, New York 


Chapin, of 
the in- cg Es Ine., 
3111 Delaware Ave., 
Buffalo, knows how 

SY Wash it is to sell 
P Y Washers and 


66.1% of his EASY sales were EASY Washer models 
retailing for $100 or more. His average EASY Washer 
sale was $116. om § the price of the lowest cost 
EASY Washer. Do sales compare with that ? They 
can if you feature EAS) SY exclusive sales features. Then 
your customers will find it worth their while to buy the 
higher-priced . . . higher profit EASY models 
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MODEL 5DS. EASY 

action combined w 
Damp Dryer. Affords absolute personal 
safety; saves a iron- 


iralator washin 
Y Spire famous EAS 








Vacuum Cup —“_" 





MODEL 33. Brand new! In snowy 
white . medium price. Swinging 
table-top. Extension shelves. Adjust- 
able knee control. Chromium ~—— 


shoe (full floating). Practically double 
open end. 100 lbs. adjustable pressure. 
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How Dealers Use Their Windows 





CONTINUED FROM PAGE 3 








WHAT DOES THE ELECTRICAL DEALER SPEND FOR 


ARE ELECTRICAL DEALERS SATISFIED WITH WINDOW DISPLAY 
RESULTS? 





























WINDOW DISPLAY? 
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: 77 a... 80 45.3 
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CLASSIFICATIONS OF ELECTRICAL DEALERS WHO RETURNED 











HOW OFTEN DO ELECTRICAL DEALERS CHANGE THEIR DISPLAY 

















QUESTIONNAIRES WINDOWS? 
Number Percent Percentage 
reporting of total neat pb 
umber replies 
ee ee | 12.4 Time between changes reporting (167) 
ih ski anetadingeedvebcsenceuseyces 6 3.4 Weekly «0... seececrcccecseeecceccescecens 65 38.9 
ns ccnacctuhhecnsndeeseneeess 3 1.7 i iivntedvcdectdebeedeswer eines 60 35.9 
I SS oo tacked 0gs0ceecsnsesesees 10 5.5 No schedule........+.seceeeeeeeceeeceseees 21 12.6 
DIA caaeeeeeeisedeanenek <n 4 2.3 DG. A. lat cna ticetackeesesevesse cach 15 9.0 
Plumbing, heating, refrigeration. ..........+.0+005 8 45 Weekly or twice monthly..........seeeeeeeee 4 2.4 
ccs ects kbenecedagwasacees cons 6 3.4 Twice monthly or monthly...............00005 2 1.2 
Hardware, paint, wallpaper...........sscceeeeee 1 6 4 
PE Na cccdtennsncecesdesneneseenwies 35° 14.2 ‘ 167 100.0% 
SU NT OP IID sin no-cscnctbedaes sacs 10 
Tr 100.0 ae 
177 
better than 160,000 or over 160 per play circulation than he is in his _ store display (in fact, his entire sales shopping districts (over the same time 


cent of the population. 

Qualitative analysis of circulation 
usually begins with a breakdown of the 
sex groups; men, women and children. 
The ratio varies according to com- 
munity, areas within the community, 
and locations within areas, and accord- 
ing to location, time of day, and days 
of the week. 

The forethoughtful electrical retailer 
should be even more painstaking in his 
qualitative evaluation of window dis- 
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qualitative anlysis. For it is more to 
his interests to know what sort of 
people are exposed to his window 
messages—the proportion of men, 
women, and children, their age limits, 
and, if possible, their value as potential 
purchasers, than it is for him to know 
merely the traffic volume. 

Any dealer can compile this infor- 
mation or have it done for him. And 
his findings will materially help him 
to plan and prepare his window and 
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and advertising promotions). 

It is interesting to note the general 
averages of circulation by sex groups 
in a typical city of 100,000 population. 
From figures taken over a period of 
six 24-hour days we find the following: 


strict 


district 
Men circulation ....... 43 to 52% 
Women circulation ....30to 50% 
Children circulation ... 4to 25% 


This general picture of circulation ferent 


breaks down specifically according to 


Store Location 
Central Shopping 


district 
Neighborhood shopping 


period) as follows: 


Outlying and isolated 


Men Women Children 
44.6 50.7 4.7% 
43.5 32.6 13.4% 
51.9 . 21.8 16.3% 


communities. 


These statistics are not necessarily 
typical of all cities of the same popu- 
lation group, they will vary with dif- 


Thus, in the 


(Please turn to page 15) 
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LW GTEYP 
YOU HAVE A 
FUNDAMENTAL 
IMPROVEMENT TO 
SELL 








THE introduction of a new engineering principle — the 


Rollator—started Norge on the road to a position of leadership. 

Today, Norge introduces another advance—the greatest 
improvement in home food preservation since the introduction of the Rollator. 
The new Low-Temp Rollator Refrigerator—like the Rollator itself—is a 
fundamental advance. It will keep foods PRIME FRESH from 2 to 5 times 
longer with no increase in current consumption. Temperatures up to 20 


per cent /ower are maintained, together with humidity high enough to allow 
foods to retain natural moisture. 


That's something to talk about—something to sell. Especially since the new 
Low-Temp Norge has all the important features of style, convenience—every 
practical use advantage that has been proved sound. 


Get all the facts about Norge Low-Temp Rollator Refrigeration—the aggres- 


sive advertising and promotion program behind it. Liberal finance plans make 
it easy to be a Norge dealer. Write for details. 


NORGE DIVISION Borg-Warner Corp., 606-670 E. Woodbridge St., Detroit, Mich. 


ROLLATOR REFRIGERATION 


ON ROLLATOR 
COMPRESSION UNIT 





SAQANAAQAMLANAMLEUUEULUUUUUUUUUELUUCYEUUUEAUAPUUUEULUUUTENSSUULENECLECUY CUCU CUCUEUC TEL CUCU UCU LUCK CE EE UT0 CE 


























2 of the 9 New 
Flexible Interior Arrangements 
Any woman can see at once the advantages of this 
new feature—an extremely easy method of adapting 
the shelves to meet ever-changing storage require- 
ments. As many as nine different arrangements are 
possible in most models. 


GAS BURNERS 
(Domestic and Commercial) e 
a FINE-AIR FURNACES 
GAS AND ELECTRIC RANGES i 
e COAL STOKERS 
2 
WASHERS AND IRONERS AIR CONDITIONING 
e . 
WHIRLATOR OIL BURNERS 
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CIRCULATOR ROOM HEATERS 
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How Dealers Use Their Windows 
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smaller cities, there is more often 
found a higher percentage of children 
in the central or downtown shopping 
districts, and of women in the outly- 
ing sections, than is the case in the 
metropolitan cities. 


How This Study Came About 


The most exhaustive and complete 
study of window display as a sales 
and advertising medium, and of the 
hitherto unexplored question of win- 
dow display “circulation” has recently 
been completed by a group of interests 
including advertisers, advertising agen- 
cies, window display installers, and 
publishers, under the title of the Na- 
tional Window Display Research. 

Electrical Merchandising was in- 
vited to participate in this study. In 
order to secure an adequate sample of 
conditions as they are in the electrical 
retailing field, a selected list of elec- 


trical dealers was compiled. These 
representative retailers were asked 
some 25 major questions having to do 
with the more important phases of 
window display. 

The following interesting data are 
compiled from the reports of the 177 
or 11.8 per cent or those queried, who 
answered all or most of the questions. 

In some cases the replies were sub- 
stantiated by special cross-checks so 
they may be taken as a reasonably ac- 
curate picture of the industry. 

It will be noted the list included 
not only the straight electrical dealers 
but other representative retailers 
(hardware, radio, music, etc.) selling 
electrical merchandise—with the ex- 
ception of public utilities. 

The resulting information was as- 
sessed and tabulated by the National 
Window Display Research and, in 
part, is included in its report on win- 
dow display, to be released at a later 
date. 


HOW DO DEALERS THINK WINDOW DISPLA YS COULD BE IMPROVED? 
40 or 22.6% of the 177 desiers answered this question. The 40 replies are tabu- 
lated below: 


Number % of 
of total 
dealers (40) Suggestions 

11 27.5% More action and motion displays 
4 10.0 Better quality 
3 75 Want smaller displays 
3 7.5 Change displays more often 
2 5.0 Fumish price cards and stickers 
2 5.0 Furnish material for counter tie-in 
2 5.0 More seasonal material wanted 
2 5.0 More substantially built displays 
| 2 oe 

J urnish crepe paper 

1 2.5 Too much material furnished 
1 2.5 Ask dealer before sending display 
1 2.5 More pictures and photos 
1 2.5 Displays too small to fill window 
1 2.5 ys too standardized 
1 2s Send background material 
1 2.5 Make copy sell dealer as well as product 
1 2.5 Direct more appeals to women 

40 100.0%, 








Dealers do get cooperation.......... 
Dealers do not get cooperation....... 
A HS 6 nba toda ncssecevece 


HOW MUCH AND WHAT KIND OF COOPERATION DOES THE DEALER 
GET FROM THE MANUFACTURER? 





Percentage 
Number of total, 
reporting replies 
ene 90 50.9% 
nenieotaus 63 35.6 
WE ee 24 13.3 
177 100.0% 











Percentage of material 
used 


WHAT PERCENTAGE OF THE ADVERTISER'S WINDOW DISPLAY 
MATERIAL DOES THE DEALER USE? 


Percentage of total 





IN WHAT TYPES OF RETAIL AREAS ARE THESE ELECTRICAL DEALERS 





LOCATED? 
Percentage 
of tote 
Number les 
reporting (171) 
Central shopping district.......-..---+eeeeeees 126 73.7% 
Neighborhood shopping district..............- 33 19.3 
ERS iE SET RE 10 5.8 
industslal or cullying. 2.2 cccccccccccccccceces 2 1.2 
171 100.0% 
PR ISO CIIBinn sc we cemeccersncinces 6 
177 





















































Number of replies replies (159) 
100% 51 32.0% 
= R. eke WHAT IS THE PEDESTRIAN CIRCULATION PAST THE ELECTRICAL 
80 6 5.0 DEALER'S WINDOW? 
75 35 22.0 Per cent 
70 3 1.9 Pedestrian circulation day Number of total 
60 9 1.3 (in ion” reporting (93) 
50 20 12.5 | PUTT OCCT Tee rey re 1 1.1% 
40 3 1.9  cpicanccaguneteensebaataaaeeenes 1 1.1 
30 2 1.3 SEE Bistvncounecsuésbbedksacaaasbavhace 3 3.2 
25 3 1.9 Ge, nk 6060esensctsesabdansenasnens 14 15.1 
10 3 1.9 OM Usk sy esan dated Kegeesiesde eeaauasan 13 14.0 
5 2 1.3 ae Se ee eee eae 16 17.2 
Less than 5 1 6 Ek ea Se eee ee 20 21.4 
~egnetn ME) nceses00eses sueudetemedleseeures 16 17.2 
159 100.0% Te Js an nndsstovdenbseniemeaheudaden oe 9.7 
No answer to question 18 
93 100.0% 
177 SO aes Ok eis 6 noses ccc accasnnsses 84 
177 
PEAK TRAFFIC DAY 
2 
of tota 
Danes an DO ELECTRICAL DEALERS USE BACKGROUNDS IN THEIR DISPLAY 
IDC Ge reas or eee — a WINDOWS? 
ee 5 42 rm 
of tote 
Thursday eee eee eee eee eee ee ee ee ee ee ee ee 4 3.4 replies 
EE ERE ES ie 3 2.5 Reoli 16 
nee a aap eh ee 3 25 eplies (161) 
TN umieduae 3 2.5 Use kockgoend see eeeeeeeeeeeeeeeeceeeeeees 46 28.67, 
NE oon cccccccccerneseuaseee r 1.7 Use partial background... ........seeceeeceees 38 23.6 
Wednesday and Saturday............ccceeeeee 1 8 Se Ur I 0600 0 ccccesccscnceecs 77 47.8 
161 100.0% 
No enswer to question...................0.00-. i wan No answer to question...........eeeeeeeeeees 16 ‘ 
177 177 
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PVE JUST SIGNED THE 
@ FAN AGREEMENT! 


Yes, sir! I’ve been signing the G-E 
Fan Agreement for more than thirty 
years now... and [’'m proud and 
happy to sign again for 1937. 

Maybe, you wonder why? Well, here’s 


the reason. 


The General Electric Company has 
always given me an outstanding line 
of fans. This year, the line looks better 


than ever! 


They’ve always helped me to sell G-E 
Fans, with free displays . . . catalogs 

. folders . . . and newspaper 
advertising. This year they’ve got the 
sweetest set-up I’ve ever seen! And, 
they’ve always had a liberal guarantee, 


which protects my fan profits! 


*WATCH FOR THE MAN 
WHO CARRIES THIS PORT- 
FOLIO. HE WILL SHOW YOU 
HOW YOU, TOO, WILL 


PROFIT WITH G-E FANS. 





That’s why, when Jones stopped in and 
showed me that new G-E portfolio, 
FAN PROFITS ARE IN THE BAG,* 
I just said, “Amen, brother,” and I 


signed right on the dotted line. 


Yes, sir! The G-E Fan crowd has 
always treated me right... and 
they’re going to get my fan business 


as long as they do! 





GENERAL @ ELECTRIC 
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APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
i i ESE eS St 
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Let ’Em Taste Blood 


ques (Continued from page 7) =, 


the enrichment of homelife, a definite 
conviction that the particular brands 
have vital differences that answer a 
use-need in superior fashion. 

There are many shifting salesmen, 
who wobble from one merchant to 
another, in search of a larger commis- 
sion, products having greater accept- 
ance such as will provide a greater 
number of prospects per calls, or 
closures per presentation; who are 
constantly attempting to find a great 
ability to sell with less sales effort or 
persuasiveness. Avoid them. 

Outside his physical and psychologi- 
cal characteristics, to be successful 
a salesman must believe in himself, in 
the merchant he represents and in the 
product he sells. Nothing more jis 
necessary in intelligent selection of 
salesmen. 

His training is not a thing that can 
be accomplished in a few hours. In 
fact, appliance sales training is a con- 
tinuous operation that will endure dur- 
ing all the years in which he is 
engaged in that activity. First task, is 
to make him feel hope by gaining the 
thrill of some closed sale. The smart 
thing, then, is to throw him out in the 
field under the most favorable situa- 
tion to the point where he can gain en- 
couragement from accomplishment as 
quickly as possible. 

I had a friend, Donelli, who had 
never hunted but wanted to. Friends 
of mine, and myself, took him out, for 
a week’s shooting and by the perver- 
sity of circumstance, he never came 
near anything to shoot. He grew 
tired and you couldn’t get a gun in his 
hand now; even though all of us had 
spent hours training him in the ways 
of birds, dogs and gun. Why? Be- 
cause he hadn’t tasted the delights of a 
kill. Same in appliance selling. And 
this thought is worth your reading of 
the entire article. As soon as enlisted, 
give the fledgling salesman the thrill 
of his first sale. After that, he’ll hold 
on for days, if destiny makes it im- 
possible for him to close others. 

In relation to the products on which 
you are enlisting the fledgling, go 
through a presentation as you would to 
a prospect ; emphasizing (1) need, (2) 
dramatic description of product fea- 
tures, (3) stress on product plus 
values, (4) justification of payment, 
(5) proof of each sales point. These 
are the rudiments of any successful 
presentation. Have the salesman ré 
peat such a presentation back to you. 
Then send him out on the field. 

Naturally, the new salesman must 
gain as fast as possible an increased 
practical confidence in you and in the 
product he is to sell. In no way ca! 
he gain this more certainly or quick] 
than in contact with your owner list 
So, for the first three days or s 
assign him to contact your user list 
asking their satisfaction with the prod 
uct and permission to their friend 
who might be interested in enjoyin 
the same benefits. By such procedure 
the new salesman is convinced of th 
product’s ability to perform, the mer 
chant’s goodwill with customers, and 
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ne acquires a prospect list upon which 
he can work with authoritative refer- 
ence. The greatest training school is 
the firing line and nothing will hold a 
salesman more than the first taste of 
a closed sale. 

After four or five days of such ex- 
perience, a salesman can be brought 
in with an actual knowledge of selling 
conditions. He knows the resistance 
he is facing. He realizes the objec- 
tions he is facing. He recognizes the 
resistance in approach and presenta- 
tion. He may not feel that he is such 
a stem-winder as he was a few days 
previously. He is then conditioned to 
listen to real training suggestions and 
will appreciate them as he never would 
if such were given to him theoreti- 
cally before he had been on the field. 
So bring him in, encourage him to 
analyze his experiences, give him 
pointers on what he should have done, 
provide him with an effective pre- 
sentation and then send him out again 
in company with the best salesman on 
the force to learn how it can be done 
—thus stimulating the leading sales- 
man because he knows he is being 
observed; and the new salesman, hav- 
ing realized the problems, will be more 
observant of his colleague’s technique. 

There is no great difficulty in in- 
ducting new salesmen. It snarls up 
in relation to how a merchant be- 
lieves the procedure to be complicated. 
Get the right sort of salesman and 
give him a taste of success. There- 
after it is a matter of continual train- 
ing to make the salesman better, with 
the almost certain denouement in view 
that when he earns too much, he'll 
lay down unless you can offer him 
a chance for greater advancement. 

There it is. Next month, I'll report 
the results of a city-wide market sur- 
vey at Kansas City. Electrical Merch- 
andising is conducting such a survey 
and training program there as was 
held in Milwaukee last year and, for- 
tunately, it is my privilege to superin- 
tend it. 


Air Conditioning 
Band Wagon 


B SEGALL of Shreveport, La., 
e decided in April of ’35 to give 
up his tire store to enter the 
air conditioning field. Up to the middle 
of January, ’36, the firm had sold 
$50,000 worth of air conditioning 
equipment. 

The air conditioning band wagon is 
moving, and B. Segall, Frigidaire air 
conditioning dealer of Shreveport, La., 
is aboard. He stepped on about a year 
ago prepared for a first class ride, al- 
though his qualifications included no 
knowledge of air conditioning itself. 
Deciding that engineering problems 
could be solved by a technical man, 
Mr. Segall, armed with foresight and 
excellent sales technique, took over 
the line in Shreveport and surround- 
ing territory. 

His first step was to rent space in 
the leading hotel of the city and com- 
pletely air condition it. Modern fur- 
nishings in the office and show room 
provide a fitting background for the 
displayed units. Location in the hotel 
is a decided asset, as there are en- 
trances from both the street and lobby. 
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The world’s biggest refractor telescopes are about the same size 








SOME TELESCOPE ! IS 
THERE A BIGGER ONE 
ANYWHERE IN THE 














BUT | DONT 
KNOW WHERE 
7 










| THINK SO.. \—= 








YERKES 
OBSERVATORY 
Williams Bay, Wisc. 
40 in. diam., 62 ft. long 


LICK 
OBSERVATORY 
Mt. Hamilton, Calif. 
36 in. diam.,57.8ft.long | 





but the WORLD'S BIGGEST MAGAZINE 


has twice the circulation of its nearest competitor — 


AME, if you can, the world’s biggest 
N refractor telescope! Few people could 
because it’s only a few feet longer and a few 
inches greater in diameter than the second 
largest. But there’s no question about the 
world’s biggest magazine — it’s twice the 
size of the nearest competitor. 

With its circulation of nearly 6,000,000, 
The American Weekly — through the man- 
ufacturers who use it—gives you the 
greatest mass selling support at the adver- 
tiser’s command. This magazine speeds 
the sale of the everyday necessities and 
luxuries of life in your store, because it 
reaches from | out 
of 5, to 1 out of 
every 2 families in 
the richest buying 
areas. It’s sound 
business to stock 


TH 


Greatest 
Circulation 
in the World 









The 
AMERICAN 
WEEKLY 








NEARLY NEAREST 
6,000,000 COMPETITOR 
CIRCULATION CIRCULATION 


and feature products that have this sup- 
port. It means quicker turnover, more sales, 
greater profits—for you/ 


What The American W eekly is 


The American Weekly is the largest mag- 
azine in the world. It is distributed through 
the 17 great Hearst Sunday Newspapers. 
In 627 of America’s 995 towns and cities of 
10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 


In each of 174 cities, it reaches better 
than one out of every two families 


In 144 more cities, 40 to 50% of the 


families 
In an additional 134 cities, 30 to 40% 
In another 175 cities, 20 to 30% 
... and, in addition, more than 2,000,000 
families in thousands of other communities, 


large and small, regularly buy and read 
The American Weekly. 


ERICAN 
EEKLY 


**The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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Manufacturer 


Your distributer's salesman wants 
ta know what you are doing ta 


The knowledge that you are supporting 
him with dealer and consumer advertising 
will spur him to greater effort on your line. 


He also wants to know more about your 
products ... their selling features ... 


dealer contests ... display material... | 


and dozens of other important points that 


will help him sell more of your products. | 


BUT — he's a hard man to reach — out on | 
the road most of the time. To help him do | 
a better selling job for you, use the publi- | 


cation designed exclusively for the dis- 
tributor's salesman 


THE DISTRIBUTOR'S SALESMAN 


A McGRAW-HILL SERVICE 
330 West 42nd Street © New York, N. Y. 
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Toronto 


Beats 


Cui SHELLING 


Last year G. E. Stedman made a 
talk before a sales group in Toronto. 
At that time he met H. J. Binnington, 
president of the Electrical Appliance 
Dealers’ Association who described to 
him what the organization had done 
to eliminate chiseling in that area. 
Mr. Binnington put his remarks in 
the form of a communication to Mr. 
Stedman who has passed it on to us 
for its general interest to many of our 
readers. —Tue Eptrors 


electric refrigeration was so 

flagrant in Toronto that I de- 
cided to discontinue the sale of this 
particular article. As a last resort, 
in order to see if the other dealers 
were experiencing the same difficulty, 
I wrote a letter to about forty elec- 
trical dealers in the city of Toronto, 
asking if they realized how much they 
were losing each year as a result of 
back-door selling and through the 
builders giving away the electrical 
dealers’ rightful profit to the pur- 
chasers of homes by extending dis- 
counts to them, just the same as the 
electrical dealers were enjoying, if 
they would purchase the home from 
this particular builder. 

I received many replies from the 
electrical dealers and decided to call 
a meeting. The ultimate result of 
this was that an Association was 
formed of which the writer was 
elected president and given the privi- 
lege of appointing the secretary, treas- 
urer and also the executive com- 
mittee. 

The first move we made was to 
pass a by-law so that no individual, 
builder, trust company, or anyone else 
could purchase a single refrigerator 
at a discount. In quantities of two or 
three for the use in one building, 
such as duplex, etc., a discount of 


[ the year 1935, price-cutting in 


ten per cent would be extended; from 
four up it was decided to leave it in 
the hands of the manufacturers and 
those representatives of manufac- 
turers who handled apartment house 
equipment. 

Prior to the forming of the asso- 
ciation, allowances for ice boxes had 
been as high as $25 to $30. The 
Association agreed that no allowance 
was to be made for an ice box of 
more than $5 on the purchase of a 
new refrigerator under $200, and an 
allowance of $10 for an ice box on 
the purchase of an electric refrigerator 
over $200.00. 

An initial fee of $5 was decided 
upon and a yearly fee of $25. Each 
dealer joining our Association was 
asked to stand on his feet and take 
an obligation declaring that he would, 
in all cases, maintain the manufac- 
turers’ list price and that he would 
agree to all the by-laws which were 
on the books at the time he joined 
and would agree to any new by-laws 
placed upon the books—provided that 
by-law was passed with a 60% ma- 
jority. 

We employed a very good solicitor 
to investigate the legality of our 
Association and it was decided that 
the only penalty that we could place 
upon erring dealers was to demand 
that the manufacturer whose product 
he handled, cancel his franchise. All 
the other dealer members agreed that 
if the manufacturer in point failed to 
exercise the right which was allowed 
him in his franchise—namely to can- 
cel same—that all the other dealers 
would discontinue carrying this manu- 
facturer’s product until such time as 
he proved to them that the offending 
dealer was no longer able to make 
purchases for sale. 

Naturally, in the first few months 
of our operation we had to give and 
take a little and the executives met 
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"That's his own idea for keeping us cool while we're eating” 
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“Courtesy” 
discounts elimt- 
nated and minimum 
trade-ins set by 
organized dealer 


croup 


ind discussed the reported price-cuts 
with the offenders and, in some cases, 
saw fit to whitewash the whole affair 
iter warning the dealer against repe- 
yn. 
However, at a meeting a few months 
a motion was passed making it 
indatory for the executive to report 
iny proven case of price-cutting to 
the manufacturer with a notice that 
this dealer was unfair in his operation 
ind that the other dealers could not 
yperate profitably as long as he was 
ible to buy their merchandise. In 
ther words, the responsibility was 
taken off the executives’ shoulders. 
Every dealer in the city of Toronto 
will tell you that the Association has 
jone a tremendous amount of good for 
im and that he has had a profitable 
1936. One dealer went so far as to 
say that he was satisfied that without 
the Association they would have gone 
uit of business. As a result of being 
ible to get their normal profit, they 
have extended their operation and 
ypened a very modern store on Yonge 


Street. 


i, 


We have, with co-operation from 
the manufacturers, made sufficient 
funds available to operate a shopping 
service this year. In other words, we 
will be sending out shoppers with 
instructions to purchase, if possible, a 
refrigerator or electric range at a 
price below the retail price. The 
lealers, under this. shopping service, 
are being protected and we feel that 
t will give them confidence to carry 
m the good work of 1936. 

Naturally, the work of the Associa- 
tion requires a tremendous amount of 
work and the writer, as organizer, has 
been called upon to give a tremendous 
amount of time. I hoped to be relieved 
of this office, but this year I have 
been prevailed upon by the Associa- 
tion to carry on for another year to 
give the Association a chance to get 
strongly set on its foundation. 

What I hope ultimately is that the 

alers will make sufficient money to 
naintain a high-grade representative 
to look after their entire operation. 

The above gives you a rough idea 
f what we have tried to do and what 
ve have been able to accomplish more 

less successfully and we hope that 
nother year will see “the chisseler” 
most entirely eliminated. 

We have confined our operation 
ntirely to refrigeration and electric 
unges. However, we hope to give 
adio and other commodities consid- 
ration soon. 
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HERE'S A PLAN THAT 


























No guesswork. Actual aver- 
age of results where dealers 
have used this plan. 


Automatic not only has an outstanding line of 

of Washers and lroners for 1937, but a sure 

fire copyrighted plan that sells them. You'll 

find it the hotest, fastest acting merchandising 

idea ever originated for selling washers. It— 
— Makes immediate sales 


— Secures you lots of prospects 
— Brings about a tremendous store traffic 


Send for our 
5 Star Plan Book 


Describes fully this remarkable, new and copy- 
righted sales plan—and tells you about four 
other plans that really work. Be sure to send 
for Automatic's Five Star Plan at once. 


The Automatic Line 
for 1937 Includes 


7 models of Washers—5 Electric and 2 with Gas 
Engine. Also fitting companions in the new Auto- 
matic Save-A-Day lroners. 
Outstanding Sales Features of the new Auto- 
matic Washers are beautiful Streamline De- 
signs, Duo-Disc Agitator with its two-wa 
washing advantage, Stokes patented ball- 
bearing transmission, backed by a broad and 
liberal Service Warranty which insures you 
against usual service losses, and the exclusive 
"Magic Button" — greatest safety improve- 
ment since the swinging winger. 
Send for the Automatic Five Star Selling Plan Book Today. 


AUTOMATIC WASHER COMPANY 


206 W. Third St. Newton, lowa 





AUTOMATIC WASHER COMPANY 
206 West Third St., Newton, lowa 


Send me your Five Star Plan Book and your 1937 
Proposition on Automatic Washers. 


Dealer's Name FOE Ee Pe Pe rey yee ee 
Address 
City : State..... 
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rhe NEW DEXTER WRINGER 
MODERN IN EVERY DETAIL! 


arge balloon rolls with automatic pressure remove the water more effi- 
iently. “Flash Action” release and “Roll Stop” mean added safety. One- 
iece, Lynite Cast Aluminum Frame and Gear Head give extra stamina, 
ependability and years of trouble-free service. DEXTER-BUILT Wringers 
vith their many. exclusive features may only be had on Dexter Washers. 











*® Modern Streamline Styling © New Eye Appeal ® New 
Beauty ®A complete line with outstanding values in 
every price class ® Leading the parade of new models, 
are the famous Dexter Twin Tubs—the Washers that 
beat all competition. Both Twin Tub and Single Tub 
Models are available with Electric Motor, Gasmotor or 
Power Pulley. Dexter’s “Full Jeweled” transmission 
with positive forced feed lubrication to every moving 
part is a master stroke in Washing Machine improve- 
ment. 


BACKED BY THE DEXTER NAME WHICH HAS STOOD AS A 
SYMBOL OF WASHING MACHINE DEPENDABILITY FOR 
MORE THAN 40 YEARS—THIS NEW DEXTER LINE IS TRULY 
“TOPS FOR 1937”. 



































New business - building 
sales promotion plans are 
ready for you—a direct- 
to-the-consumer advertis- 
ing campaign is telling 
more than 30,000,000 wo- 
men about this beautiful 
new Dexter Line and its 
many exclusive advan- 
tages. 


DEALERS—WIRE OR WRITE TODAY 


Tie in with this Dexter consumer acceptance building 
program which completely blankets your trading 
territory. Sell a Washing Machine line with the 
highest standards of dependability, appearance and 
salability and your washing 

machine department will re- 

spond with BIG GAINS in both 

SALES and PROFITS DURING 

1937. 


\ 


THE 
DEXTER 
COMPANY 

FAIRFIELD 



































IOWA 




















WE'LL TELL THE WORLD... 


STEWART-WARNER 


HAS “MORE FEATURES FOR YOUR MONEY” 


HAT’S right! On April Sth, Horace Heidt and his 

nationally famous Brigadiers start their coast-to- 
coast broadcasts selling your prospects all the advantages 
of the new 1937 Stewart-Warner refrigerators. And 
when they start selling, things happen! This is one of 
America’s most popular radio orchestras, with millions 
of fans—hundreds right around your store. They'll 
make actual sales for you. 


More Features for Your Money Make Selling Easy! 
32 features that really make sense—with 6 that are abso- 
lutely exclusive—are already more than doubling last 
year's record-breaking sales figures. Dealers everywhere 
are cashing in right now on... 


SAV-A-STEP Vapor Sealed Cabinet 
SLID-A-TRAY Reversible Evaporator Door 
16-Point Lighted Freezing Control 
Slo-Cycle Twin Cylinder Compressor 


New Floor Plan and Finance Plan Get Quick Action! 
With the exclusive Stewart-Warner-C.1I.T. Floor Plan you can 
buy now—have a full floor showing—get many extra sales— 
without paying a penny for financing! And under the exclusive 
Stewart-Warner retail finance plan, you can advertise “NO 
MONEY DOWN —3 Years to Pay” and get all your money 
from the sale at once! 


Learn now how much more Stewart-Warner offers you— in 
selling features, financing service and merchandising helps. Talk 
to your Stewart-Warner distributor now. 


STEWART-WARNER 


CHICAGO, ILLINOIS 
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Keep Lable Applhances 


Off sre Pantry 


By Frank B. Rae, Jr. 


USINESS paper writers are 
human beings, like political 
spellbinders and radio com- 
mentators. When the sun is shining 
we “point with pride”. When skies 
are overcast, we “view with alarm”. 

For example, the other day, after 
wandering around among a dozen or 
so stores which sell table appliances, 
I became possessed of the idea that 
what ails table appliance business is 
shoddiness. So I started to write an 
article which slapped appliance shod- 
diness for a couple of loops. The 
story opened thusly :— 

“How to keep table appliances off 
the pantry shelves. The only sure 
way I know to keep table appliances 
off the pantry shelves is to remove 
the shelves. 


“It is then up to the housewife to 
hold the appliances in her hands, or 
place them on a table, or throw them 
out onto the dump, any of which alter- 
natives is preferable to having them 
clutter up pantry shelves which might 
be better utilized for the stowage of 
canned sauerkraut, caviar and noodles. 

“Howcome electric table appliances 
became pantry shelf appliances is a 
rather long story and reflects little 
credit upon an industry which claims 
brains but whose crania are too fre- 
quently filled with salsi di pomidoro. 
Of course the situation can be summed 
up in six words, even three words, 
but such concentrated judgments do 
not constitute constructive criticism. 
The table appliance is still a problem 
child of electrical merchandising, and 
it is our job to help solve the problem.” 

That sounds like a swell take-off for 
an article on electrified junk, but 
there is something else I gotta tell 


you about business paper writers: 
about the time we were about to 
apply the Stillson wrench to the lion’s 
tail, we decided to go out and take 
another look, and discovered that 
while a majority of the jobbies who 
were whooping it up were selling 
non-profit items for pantry shelf dust- 
catching, another group with an eye 
to permanent service to their cus- 
tomers and a fair profit to themselves 
were inching over a quality of appli- 
ances which are a utility and an adorn- 
ment on the table at least once a day. 

Which is something worth thinking 


about. 
. o 


To commence, electrical table appli- 
ances were devised as a relief to 
fallen arches. 





Every morning Grandma did a marathon. 


In the early days, the so-called 
electric range consisted of a sort of 
sideboard or buffet upon which were 
grouped an agglomoration of inde- 
pendent cooking utensils—an oven, a 
tea pot, a stew pan, a pancake griddle 
and a sort of frying pan with ridges 
on its bottom so that when you fried 
a steak or chops these ridges made 
markings to simulate the wire burns 
of the old-fashioned broiler in which 
the meat was clamped and held over 
the open flame of the coal stove. 
These various individual _ electric 
cooking utensils were assembled, I 
say, upon a table or sideboard equipped 
with wiring, and constituted what 
was humorously referred to as a 
“range.” 

Came a crisp morning in October 
when the family decided to have 
buckwheat cakes for breakfast. The 


pseudo range with its pancake griddle 
was located about forty feet from the 
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The housewife throws them on the dump. 


dining room table, and anyone who 
has ever tried to ration six healthy 
kids to buckwheat cakes knows that 
the wheats come in stacks and must 
come fast. After a few rounds— 

“Hell!” said Grandmother, “why 
the blazes should I do a marathon 
between that dratted contraption and 
the breakfast table just to flop flap- 
jacks? Let us have that griddle right 
here on the table. It will save sole 
leather and keep the load off the 
dogs”. 

I am not sure these were her exact 
words, but that was the essence of 
her speech, so we detached the griddle 
from the “range”, rigged it on the 
breakfast table, and—thus was born 
the electric table appliance. 

7 +. 2 

The piece de resistance of the old 
electric range assemblies was the oven. 
In the first models, the oven sat upon 
the buffet or sideboard with the rest 
of the junk, though later it was in- 
corporated in the bottom part of the 
stand and was not removable. But 
ours was removable 
and was removed, 
thereby giving us 
our second table ap- 
pliance. { 


and coal range ovens 
require _ ventilation 
and this ventilation 
requires connection 
with a_ stovepipe 
and chimney. Not 
so the electric oven.__« 
as we all know. Its” 
independence of any 
but the tiniest vent 
makes it mobile, and so it came about 
that Grandmother had us kids hoist the 
oven onto a tea wagon and roll it to 
table where she would concoct some 
very delectable examples of old Dutch 
cookery. “If we’re going to spend a 
million dollars a minute cooking with 
electricity,” said she, “let’s make the 
mountain come to Mohammed.” 


As we all know, 7 / 
for reasons of com- / TE 
bustion, gas range i as 





My friend Smith put on a show. 


In those oider days the electric fel- 
lers claimed they had invented a brand 
new method of cooking with their 
practically air-sealed electric oven. 

“No such thing,” said Grandmother. 
“Look in your history books”. 

So I, being one of those curious 
people who take cuckoo clocks apart 
to find the birdie’s nest, started an 
oven investigation and learned that 
the modern electric oven—all but the 
heating element—was in use in Pom- 
peii about 2,000 B.C., that the Indians 
used the same principle long before 
Columbus learned to blow his nose, 
that the so-called Pennsylvania Dutch 
had air tight ovens built into their 
brick fireplaces, and that a chap 
named Hilliker of Boston had the 
scheme all worked out in the form 
of a straw-insulated wooden box, 
using preheated soapstone slabs to 
supply the b.t.u.’s. 

And then my friend Smith of De- 
troit really put the idea over by hook- 
ing a rather sad looking job to Alex 
Dow’s Edison circuit. His was not 

apr the first fireless 

) ) ycooker, but he put 

onl showmanship into 

, ee aed it, cooking cabbage 

and lemon _ mer- 

angue pie together, 

onions and fluffy 

puddings, and sim- 

ilar weird combina- 

tions. It’s old stuff 

now, but in Smith’s 

day it was a culin- 

» ary miracle. The 

trouble was that the 

miracle didn’t pay 

cash money, and so 

Smith and his cooker 
went broke. 

Came an enthusiast from Toledo 
who had an amazing ability in talk- 
ing bankers out of their money, and 
he bought Smith up at a sheriff’s sale 
or something, and proceeded to form 
an electric range manufacturing con- 
cern, using Smith’s cooker as the 
corner-stone. The range had an oven, 
the then regulation surface units, and 
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the Hew 
REB IOP 


GAS-O-LECTRIC 
POWER PLANTS 


YOUR CUSTOMERS 
Want ELECTRICITY 


Here is an exclusive dealer-jobber line of portable light 


plants priced for quick sales and big profits. The new 
RED TOP! 


A necessity on millions of farms, trailers and wherever 
"city" electricity is not available. Provides instant 
power for electric lights, radios, electrical equipment 
and appliances. Combination A.C. and D.C. or D.C. 
only. Liberal discounts assure long profits. Mail coupon 
for information at once. 


COMBINATION A. C.—D. C. PLANTS 


n one plant—both 110-V., A.C., 300 watts for lighting, household appliances, small elec- 
tric tools, pumps, etc.; and up to 325 watts D.C., for charging 6, 12, and 32-V., batteries. 
Prices from $89.95 up, F.O.8. Chicago. Push button starter. 


PIONEER GEN-E-MOTOR CORPORATION, CHICAGO, ILLINOIS 


a= 


A493 


1S Watts — Push Button Starter 


D.C. ONLY 








RED TOP 
Tt ie & &, 


O 


THE COMPLETE EXCLUSIVE 


DEALER-JOBBER LINE 


PIONEER GEN-E-MOTOR 
Dept 


CORPORATION 
E-IC, 466 West Superior Street, Chicago, Illinois 


Please send me complete information on the new RED TOP Gas-O-Lectric Plants 
Name 
Address 


City 


Type of Business 


SSSCESCR EERE REE eee eee ee 
Seeeeeeeeeeeeeeeeeeeeeiee 


MAIL COUPON NOW! 
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countersunk so its cover was flush 
with the range top was Smith’s cooker, 


| intended primarily for steaming and 
| long-time simmering operations. That 


was the grand-daddy of the present 
Standard stove, and its fireless cooker 


| feature quickly became an essential 


in practically all electric ranges since 
manufactured. My original Smith 
cooker purchased at least 


was 25 


| years ago and is still doing service 
| in California, and my present Hot- 


point range sports a “thrift cooker” 


| identical in service and almost a twin 


| idea of 


| table! 


in design. 


Along in 1907 or 8 I went up to 
Providence, Rhode Island, for no 
good reason I can now think of. My 
friend, E. R. Davenport, was getting 
bald and jittery trying to devise ways 
and means to increase the day load 
of the Rhode Island Lighting Com- 
pany. 

His mind finally fastened upon the 
toast. 

Toast! 

Can you think of anything sillier? 

Neither can I. But E. R. takes a 
couple of tin cans, a length of iron 
resistance wire and a_ handful of 
porcelain gadgets, and he contrives 
the first modern 
I know. 

He then hands one of these terrible 
toasters to each of his solicitors, and 
what do they do? Why, they go out 
and sell the housewives of Rhode 
Island upon the proposition that the 
swank thing to do is to toast toast at 
It was 
one of the 
arliest exam- 
ples of real 
success in 
campaign- 
ing table appli- 
ances. T he 
toasters were 
sold serv- 
ice and swank 
—and they 
never reached 
the pantry 
shelf. 


toaster—so far as 


for 


The Indians did it. 


In my crude way I initiated a com- 


| panion campaign which contained a 


swell idea but went flooey because it 


| did not give the utility sufficient in- 
| come to warrant bothering with. 


| toast 


Sezzi to myself, “If the idea of 
made at breakfast table is so 
easy to sell, why not take the next 
step and sell the idea of cooking the 
eggs there also?” We sold quite a 


| few fancy stewpans for egg boiling 


at table, but those pans hit the pantry 
shelf with a clank! within two days. 
There is nothing swank about boiling 


| a quart of H*O at table, what with 


the babies sticking their fingers into 


| the scalding water, and upsets which 


ruined the varnish of the table-tops. 

Then there was the matter of cost. 
My first idea was to give the utili- 
ties a juicy little addition to revenue. 
Trouble was, it was too juicy. At 
prevailing rates, the current for the 
cooking cost more than the oefs, and 
unreasoning customers did not like 


MARCH, 


that. So the campaign went to hell, 

Sut was I dismayed? 

Was I downhearted? 

Not so you would notice. 

I immediately evolved the idea of 
putting the eggs into a wire basket 
hung in the stewpan, then dropping 
in a couple of teaspoonsful of water, 
covering tightly and letting steam do 
the cooking on less than two min- 
utes’ consumption of electricity. 

I thought I was smart, but actually 
I was dumber than the guy who 
stopped the clock to save time. 

The utility fellers looked at me 
with the eye of a dead fish and 
asked me to agitate my slide rule on 
the calculation of a 250-watt stewpan 
operating two or three minutes a day, 
three days a week and perhaps 40 
weeks per year—and tell ’em what 
was there in it for them. 

And yet, a quarter of a century 
later, along comes a bright lad with 
the selfsame idea hooked to a water- 
controlled switch, and cleans up in 
no uncertain terms. 

Ah, well! 


Hope springs eternal. 

I was hell bent to prove to a very 
cynical world that table cookery rep- 
resented the ne plus ultra, the comme 
il faut, the soc et tuum of aristocratic 
food-troughery. With zing and zest, 
with wim and wigor, I proceeded to 
show how simple it was to achieve 
social distinction by cooking Noix de 
ris de veau @ lé Parisienne or Welsh- 
korn kuklein on the common or garden 
variety of 
household elec- 
tric flat iron. 

Collab- 
orating with 
my friend 
Davenport, we 
evolved a bent 
wire cradle 
which held the 
flat iron in the 
approxi- 
mate posture 
of a DelaRobia 
cherubim 
—as-cend up- 
ward toward 
heaven—and— 
I wouldn’t you—we trans 
formed some very dang delicatess into 
very hot groceries. 

The trouble with this hunch was 
that nobody wanted to eat at table 
with a flat iron. A flat iron is a 
very lowly implement of toil, connot- 
ing sweat and the fetid stench of 
steam not quite free from b.o., and 
the equally unpleasant odor of singed 
fabric. Fashionable young ladies did 
not nestle to the idea of borrowing 
the flat iron from Bridget to cook 
tricky indigestibles for the boy friend. 
It just wasn’t done on Beacon Hill 
or Peach Tree Street. 

And so another hot idea went cold 


deceive 


Well, all this muddling around left 
me more and more confused as to 


(Please turn to page 113) 
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Si ee how lttle tt coits to op ehate 


a 1937 LEONARD ELECTRIC 


Thi. LEONARD ELECTRIC This DUNC 





AN REGISTERING 
g ms METER SHOWS HOW 
f vf Y \ LITTLE IT HAS COST 
{ | | | IN ELECTRICITY TO 
\ 2 } RUN THIS LEONARD 
(Figured at 3* per’ 
Kilo-watt hour base rate) 


REFRIGERATOR HAS 
BEEN OPERATING 
THE NUMBER OF 
DAYS INDICATED 
ON THIS TELECRON 
oles 














HERE’S HOW LEONARD DEALERS ARE TELLING AN 


Leon Soy 


THAT REALLY 
CONVINCES THE BUYER! 


Every prospect is interested in economical 
operation—and every electric refrigerator claims 
to be economical. 





But look how Leonard dealers back up this claim. 
Into the cabinet being demonstrated is plugged 
the above Economy Indicator. One dial shows the 
number of days the Leonard has been operating. The 
other shows the cost of the electric current consumed. 
There’s proof of economy. And it Convinces buyers. 





It is only one of the many things which 1937 Leonard 


oe, ee dealers have in addition to a refrigerator that 
Te: ae s ‘ : 

frigeration development — practically sells itself on sight. It’s one of the many 
wane a 6 eee reasons why Leonard Sales are breaking all records. 
features that never fail to Zs 

get instant acceptance for 

this sensational more-for- LEONARD REFRIGERATOR, Division of Nash-Kelvinator Corporation 
the-money refrigerator Detroit, Michigan 


LEONARD ELECTRIC */aztee Zeal 
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HERE’S HOW 
(above) the new 
Monarch Electric 
Roaster Range 
looks. This range 
has ALI the equip- 
ment of our finest 
models. . . a full 
sized bake oven 
Needs only 36 
mM. of floor space 


No. F57K BW. 





LL PORCELAIN 





~ PWTREFUSED GLASS-COATED STEEL) 





ROASTING may be done in pa inset 
or on baking pan placed on cooker floor. 
Adequate for roasting chicken, geese or large 
turkey. An entire meal can be prepared in it. 


Uyferent / 
REVOLUTIONARY! 


An Electric Range with a 


Roaster im the Sop 


It’s a MONARCH of Course! 


Monarch AGAIN offers something entirely NEW— 
this time a full sized,electric roaster built in the top of the 
range. What a selling point this will be! How sales re- 
sistance will fade when you demonstrate this amazing 
Monarch model. And remember: No other range has 
anything like a roaster built in the top . . . and no other 
range will have it for a long time to come. 
Read every word on this page. Then write TODAY 
for detailed literature and a complete set of pho- 
tographs. Many other new models, equally 
interesting. You can’t afford to pass up 
these sales builders ...even for a day! 


MALLEABLE IRON RANGE CO. 
13 Lake Street, Beaver Dam, Wis. 








EXPOSED — Full depth HEATING UNITS GO AROUND AND AROUND the 
of roaster compartment sides and bottom. This Monarch roaster is so efficient it 
is shown above. t nder the needs only 1000 watts to do same job as regulation oven. 
roaster are a utility draw- An extremely accurate heat control is built into the roaster. 
er, a plate warmer drawer The control is identical with those on the Monarch Range 
and a roomy storage com- ovens. Roaster has full 10-quart capacity. Porcelain enam- 
partment in base. el inset, baking rack and cover are standard equipment. 


BAKING may be done directly on the STEWING i is done in porcelain enamel in- 
trivet or in baking pans placed on the trivet. set; also soup making. Meat combinations 
Ideal for baking cookies, biscuits, bread, may be prepared in separate baking dishes 
cakes, pies and pastries of all kinds. placed on the trivet, or in the inset. 
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groups with a supervisor. 


These boys are not afraid of cold turkey. 
Most of the Edwards’ business comes from 
consistent canvassing—the men working in 





HEN the S. J. McCormick 
Company started selling elec- 
tric appliances in Portland, 
Oregon, abou: two years ago, they 
spent something like $1,000 a month 
in advertising. And they did pretty 
well. But about a year ago they de- 
cided that the returns they could 
properly check up against this expense 
did not really justify so large an 
amount. So they reduced their adver- 
tising account and put the money into 
man power on a group selling basis. 
The result was a 100 per cent increase 
in business. 





= 


The system of group operation, as 
explained by Glenn L, Edwards, sales 
manager of the company, means tak- 
ing the entire group of salesmen into 
the field every day. Leaving enough 
men to carry on the work of the store, 
the remainder, in groups of from five 
to six under the direction of a super- 
visor, start out together in an auto- 
mobile every morning. Their job is to 
cover the city with a cold canvass, 
block by block—and when they get 
through they will start over again. 


Selecting one street intersection as 

headquarters, one group will proceed - 

to cover the adjoining four blocks, 

each man working around his par- S | ad y S 





ticular block. 

At noontime they meet together to 
have a bite of lunch. This gives an 
opportunity to compare notes and to 
spur one another on. They then re- 








one very humble cottage left to the last 


sume operations, working until about W hen the S.J. McCormick Company, of a busy day because it looked like a 
3:30. After this, each man spends his . : poor prospect which yielded the sale 
> time on call backs, following up of Portland, O., decided to cut their of both a range and refrigerator. 
previous contacts which showed ! pee. s. There is no trouble getting into the 
promise of a sale, making second calls $1,000 a month adver tt ng budget and houses. Usually an explanation is 
rs elianggeert ys tee tendered put the money into canvassing squads, made that the group is making a sur- 
from home, or checking upon former : ; vey of this district to learn the num- 
customers to develop new leads. All business increased 100 per cent .... ber of electric appliances in use. Once 


day Saturday is also giv over to , 

aeiek cake. =< Note: They have no lone wolf can- 
Experience has shown that each 

salesman accomplishes far more in a 

day under this group system. The 

regular allotment of territory and the 


the initial contact is made, the sales 
talk follows along whatever lead opens 
VasSsers; the men work In groups. itself naturally. Selling is done from 
a binder of sales material which is 
furnished each salesman and with 
which he is required to make himself 
perfectly familiar as part of his sales 
training. He is charged a deposit of 
$1 for the binder in order to make him 
value the material, but this money is 
refunded at the close of his work on 
return of the book. ; 

Every salesman is given the small | 
salary of $1 per day, plus commissions 





mild competitive nature of the work do 
not allow him to fall into dilatory 
habits. And the reluctance always 
associated with cold canvass work is 
largely removed when the problem is 
attacked by an entire group. Having 
the supervisor close at hand to be 
called in when a sale becomes diffi- 





= cult is also a help, of which the men on ag sliding scale which permit a 
are prompt to take advantage. higher return with a higher volume 
The type of district canvassed seems of bysiness done. Mr. Edwards 
to make surprisingly little difference. thoroughly believes in this system of 
Of course there is more spare money compensation. The small salary gives 
earn ~ cash pois in on the man a feeling of obligation toward 
etter class homes, Dut on the other ; > er : a ¢ . dionity 
hand the housewife is more dificult to and self respect: which are important | 
reach personally and convenience in jj facing the inevitable dtscourage- 
the kitchen means less to her than it. ments of cold canvass work, just as 
does to the woman who does her,own.. the system of group selling tends to 
work. And surprises are to be looked give him confidence and a goal to 
for even from the most unpromising work toward. It has been found by 
When Edwards opened his second store, the place was decorated with flowers. exteriors. Typical is the instance of (Please turn to page 117) : 
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“Yew _ at Reflgeat Makes 


This? ss to o-pe 19 ne 
ORS oer les sen 
tor valfles! 


we 

ae an gent faster freezing, 

conomy. Hotpoint answers w, 
SH: e 


Freezer power 7S 


ay 


tpoint’s tag 


oint keeps your food safer 
in the constant cold ofa gently fl 
of chilled air. When you want ice quickly, a 
get it. Frozen desserts may be speedily prepared « 
—in time = add 
rap wr 


big dividen 4 


five. A 
costs little-gac i 
al. sformance and eco 
oe é€ matched by the endugj 4-1 
its lifetime all-st ind : 
to WAT d lat@ 2 


POWERED BY THE 
VACUUM SEALED 
THRIFTMASTER 


@ Hotpoint’s Thriftmaster (at right) is 

ermanently vacuum sealed, for longer 
fife. This trouble-free cold-making mech- 
anism is highly efficient—converts a 
mere “trickle” of electricity into abundant 
freezing power. Actually five cent’s worth 
of current now makes twice as much cold 
as ever before. The Thriftmaster carries 
five years’ performance protection. 
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Bey! 


Ss AD lighted interior. Adjust- 
varie shelves brin 1 food within 
e stain-resisting 
for easy cleaning. 


ge an “y cost of old-fashioned refrig- 
ES See your Hotpoint dealer today. He'll 


ow you the model you need—ex- 

you may own it fora trifling cash 

He" ree complete lines to choose from. 

EDISON GENERAL ELECTRIC APPLIANCE CO., INC. 
5620 W. Tay 


Be MAE pre 


Above: The 
Deluxe line 
includes 5 


refrigerators. 
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With a complete array of major and table 
appliances, the French Home Equipment 
Co. is one of Ann Arbor's progressive elec- 
trical stores. 





has the RECIPE 
for PROFITS 


of VOSS Dealers has increased 47%! 


N. wonder the number 
FIRST, VOSS gives 


Dealers a complete “Step-up” Line—each model being the 


outstanding value in its price class. 


SECOND, VOSS gives 


Dealers the most Profitable Franchise in the history of the 


industry. 


THIRD, VOSS dealers are offered a nationally 


known Financing and Floor Plan. And, last but not least. . . 


* Bigger 


WASHER 
PROFITS 


Assured by 
a proves 
plas 


SATURDAY 
EVENING POST 


Consistent 
Big Space 
Schedule 














The GREATEST 
MERCHANDISING 
PROGRAM in the 
WASHER INDUSTRY! 


With the new VOSS Consum- 
*r Sales PLAN you can attract 
interested and worthwhile pros- 
pects into your store. 


The large volume of orders received 
1 both large and small VOSS 
Dealers is evidence of the success 
of this unique sales plan. It is the 
talk of the trade, and heavy na- 
tional consumer advertising will 
on be making VOSS the talk of 
women everywhere. So, decide now 
to investigate the VOSS Recipe for 
increased Washer Profits. Write 
today for complete details contained 
1 the new VOSS Plan Book just 
ssued No obligation. 


VOSS BROS. MFG. CO.~-Davenport,la. 
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Mr. French has decided that "selling 
up” is necessary and that the real 
money is made on those products 
that go out the door at $100 or 
more. 


Since 1930 the French 
Home Equipment Com- 
pany has twice stepped 
into the spotlight for do- 
ing an oil burner job. 
Further, that firm has 
grown from oil burners 
to a well-rounded appli- 
ance house. 


LONG in 1928 or ’29, E. B 

French, a Michigan citizen, saw 
great possibilities in the oil burne: 
field, took a job in the Timken fac 
tory at Detroit to learn something of 
the heating device generally and that 
brand in particular. 

He was employed in numerous de- 
partments, learning how oil burners 
were made, what they could do, and 
how they could be sold. In 1930 he 
resigned, moved to Ann Arbor and 
opened a retail store. 

His place was bestowed with a long 
name, the French Home Equipment 
Company and a stock of stokers was 
put on display. At that date the name 
was a slight exaggeration for the only 
pieces of home equipment on hand 
were the oil burners. 

A year’s experience enlightened the 
gentleman on the necessity for a 
greater diversity of appliances if he 
was to keep busy and make money 
during the poor burner months, The 
enlightenment resulted in the firm’s 
title becoming more justified when a 
stock of Frigidaires appeared on the 
floor. The next appliance addition 
was the Easy washer and _ironer. 
Next he was appointed one of three 
dealers to handle Hoover cleaners in 
the town, incidentally the firm was 
given the exclusive franchise on the 
cleaner during the past year. 

Last year growing pains were felt 
once again with the adoption of the 
Iron Fireman stoker. 

The oil burner continues to be the 
“fair haired boy” in French’s mind 
and it is on oil burner selling that he 
prides himself. Back in 1932 the firm 
did an outstanding job on burners and 
Mr. French was treated to an exten- 
sive trip by Timken. Again in 1936 
his sales went so well that he was 
named one of two Michigan dealers 
to take a trip to Bermuda with all the 
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lk eeg 
Hi 
ere 


urNners 


B trimmings. This contest was based on 
saw sales over quota. Last year, the firm’s 
sales on oil showed an in- 


fac rease of 300 per cent over °35 


burners 


g of Associated on the firing line with 
that ‘E, B.” are Mrs. French and two 
salesmen, Oscar Gates and Henry 
. de- Rowley. These folks handle all ap- 
ners pliances except Hoover cleaners, a 
and special sales group merchandises that 
0 he ne. 
and In marketing oil burners, the sales 
force devotes a considerable portion of 
long its time canvassing the university sec- 
ment tion and the better residential districts. 
was The University of Michigan is lo- 
name cated there and the student dormi- 
only tories and other living quarters com- 
hand pose a good market for such heating 


levices as oil burners. 


1 the The salesmen also make frequent 
ria ontacts'on users as they are usually 
f he pleased with the heating appliance and 
oney not adverse to suggesting names of 
The potential buyers. 

irm’s In selling oil burners, Mr. French 
en a and cohorts stress convenience, econ- 
1 the omy of operation, simplicity, auto- 
ition matic and even heat. Especially 
oner. worthwhile for the salesmen’s incomes 
three s the relatively high selling price per 
rs in unit, During the past year the aver- 


was age price of all burners sold by the 


1 the firm approximated $300. 
Taking no chances on faulty instal- 
. felt lations and poor service, the firm em- 
f the ploys two full-time service men who 
understand oil burners and their re- 
e the lationship to heating. 
mind A believer in the necessity of ad- 
at he vertising for laying a barrage before 
firm the salesmen. Mr. French uses the 
s and ‘Ann Arbor Daily News” no less than 
xten- mce a week, with display ads running 
1936 rom small pieces to half pages. Sev- 


was eral times annually the newspaper ad- 


salers vertising is augmented by far reach- 
'l the ng direct mail campaigns. 


ING 
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It's the extra convenience features of the Hamilton 
Beach Food Mixer that make it easier to sell. They're 
features every woman wants — that assure easier 
operation, greater usefulness and better cooking 
results. Check these extra features. Use them in 
your sales talk. They're easily demonstrated over the 
counter. These extra sales advantages—plus the 
superior quality the name Hamilton Beach represents 
—offer you unequalled opportunities for profits and 
customer goodwill. 


Hamilton Beach food mixers are consistently adver- 
tised the year ‘round in leading magazines— 
SATURDAY EVENING POST, GOOD HOUSEKEEPING, 
BETTER HOMES AND GARDENS, WOMAN’S HOME 
COMPANION, AMERICAN MAGAZINE and AMERICAN 
HOME. Timely window and counter display cards in 
striking colors, folders, newspaper mats and other tie-up 
material—are furnished Dealers—free on request. 


SPECIAL MOTHER'S DAY CAMPAIGN 


Mother’s Day, May 9th, is a National Gift day and a Hamilton 
Beach food mixer is a natural Mother's Day Gift. We are running 
special advertisements in magazines and preparing special Dealer 
Helps for your use. Plan now to tie up with our special campaign— 
to make your store Mother's Day Headquarters. 


PROFIT-PROTECTING POLICY 


Hamilton Beach Food Mixers are sold through Wholesaler and 
Retailer. We are 100% for price maintenance and a full Dealer 
profit on every sale. Get behind this food mixer that offers you 
every opportunity for volume and profit. Order from your Jobber’s 
Salesman. Write us for free dealer helps. 


HAMILTON BEACH CoO., Racine, Wis. 


Division of Scovill Manufacturing Co. 


1937 


EXTRA SALES FEATURES! 
STRONGER SALES HELPS! 





HAMILTON BEACH 
HAS ALL THESE 
FEATURES ...... 


Any speed desired 
with steady, full 
power at all speeds 
in thick or thin bat- 
ters — regulated by 
one control switch. 


One-hand, portable 
motor slides off stand 
with nothing to re- 
lease. Same hand 
operates single con- 
trol switch. 


Bowl control — an 
exclusive feature — 
insures thorough mix- 
ing. Shifts bowl to 
prevent mixture pil- 
ing up in middle or 
around edges. 





Sturdy, double 
guarded beaters cre 
attached or detached 
for cleaning in one 
unit by the twist of 
a thumb screw. 
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is the plan of the May Company to sell entire 


electric kitchens where possible.’ 


"The new range and water heater section is centered 
at the end of the main aisle—" 


"The department has been divided off into compart. 
ments—3-walled cubicles—in each of which one make 


of appliance is featured.” 


They Are Going To Buy 
Electric Kitchens 


—And the May Company in Los An- 


geles gets ready to do its share of the 


selling with a brand new department 


‘les celebrated 
of Boulder Dam 
he May 


j 


department 
staged a celebration 
ening 

trical department 

“People ar ig to buy 
prophecy of Mr 
Platt 
the music and large ap- 


its redecorated 


electric 

kitchens” : 

Ben Platt and his 
charge of 


pliance department, and so they pro- 


son Herman 


led to put in a complete electric 
tchen for display purposes and to 
tock electric ranges and water heat- 
hich tl re had not hitherto 

The present department is said to 
be the finest west of the Rocky Moun- 
tains. It is simple, for Mr. Platt be- 
lieves that the 


appliance and not the 
background 


should be highlighted; it 
is modern; it offers a diversity of fa- 
cilities for attracting customers and 

r reaching them 
nents after they come. 

[he first impression on approach is 
and 
m (not overdone), fully illuminated 
with The names of 
appliances _ carried, 
ranges, refrigerators, radios, are sil 
houetted against a background of light 
at the entrance. The department has 
been for the most part divided off into 
compartments - three - walled cubicles 
which present fair sized rooms, in each 
of which one make of appliance is 
featured. Thi 


with sales argu- 


light pastel colors chromium 
tr 


indirect lighting. 
the principal 


s not only offers an ef- 
fective means of mass display, but 

f privacy for sales talks, which 
was not possible on the open floor. 
day, when 


' 
SdlesS 


Particularly on a 


every department f the store is 
crowded to capacity, these quiet cor- 
ners will be invaluable for holding the 
customer’s attention. 
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The new range and water heater sec- 
is centered at the end of the 
so that it is the first thing 
seen on approaching the department. 
It has own—one 
for the display of equipment, the other 
a model kitchen, complete in every 
Cupboards are stocked with 
lishes, drawers with utensils and cut- 
lery. An dishwasher and a 
waste disposal unit are included and 
are also among the appliances to be 
featured in selling. A hostess is 
always in attendance. Here luncheons 
are served periodically to groups of 
twelve selected prospects. The guests 
are permitted to see the ease of prepa- 
ration of the food and to enjoy its 
savor before they are approached with 
the sales talk given by the demon 
strator. 


. 9 
in aisie, 


two rooms of its 


ss 
1etall, 


electric 


It is the plan of the May Company 
to sell entire electric kitchens where 
possible and salesmen are taught to 
talk of the whole group of appliances 
unit. One of the distributors 
helps with kitchen planning advice, so 
that a complete service is offered to 
prospective home builders. 

The same idea of separate display 
rooms is carried to other sections of 
the department. The entire rear wall 
space of the main department, for in- 
stance, is given over to radio audition 
rooms, each featuring one make. 
These are frequently two tiers deep, 
smaller radios of the table type occu- 
pying the in-between rooms. Small 
windows opening on the main floor 
space keep these rooms from appear- 
ing shut in. When double rooms 
would prevent the window from hav- 


as a 


This full page ad announced the forma! 
opening of the May Company's rede- 
corated and enlarged appliance depart- 
ment, 


ing a free outlook, mirrors substituted 
for the glass in the window frame 
give the same effect of spaciousness. 
Here, too, backgrounds are kept sim- 
ple, though attractive, the entire em- 
phasis being on the radio sets. 

The record department, of course, 
has a set of rooms of its own. The 
chief point of interest here is the 
library of record books of the better 
type records—complete symphonies, 
operas and the like. Here the cus- 
tomer may browse at leisure, pressing 
a button at desire which operates a call 
box to bring immediate response from 
the attendant. 


Something is kept going in the de- 
partment all the time. The initial 
opening received full page advertising 
attention in the press. Then for a 
month broadcast programs were staged 
in the department, going out by remote 
control through one of the local sta 
tions. Two television booths open to 
the public were usually surrounded 
by a waiting line. 

Practically all selling is to be store 
selling. The salesmen may go out to 
the customer’s house in the course of 
the sale to take measurements or give 
other service, but this is only an auxi- 

(Please turn to page 36) 
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Nesco’s Story of Interest to a 
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ADVANTAGES 


] 
2 
3 


+) 
6 
7 
8 
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10 


Steam Cookers for all Roasters 
and Casseroles. 


Increased Capacity . .. Full 
Three Gallon . . . Deep Cover. 


Visible, Smoke-less, Spatter-less 
Broiler. 


Accurate, Patented Browning 
Control. 


Four Position Bake Rack and 
Cooky Tin. 

All Models have Stainless Steel 
Covers. 


Increased Insulation in Side 
Walls and Base. 


Higher Wattage Means Higher 
Speed. 


Serial Numbering to Protect 
Nesco Dealers. 


Matched . . . In Nesco Quality 
and Design. 

















ADDS TO THE JOY 


Mr. Dealer: Here is a NESCO story that will help you turn 
Roaster prospects into sales! 


HIGH SPEED COOKING 


A full inch of side wall insulation (made of pure glass wool 
. - . lighter in weight and more economical), and a full two 
inches of base insulation directs the heat INTO the cooking 
well and HOLDS it there. This . .. plus higher wattage 
(stepped up to 1200) . . . plus Nesco-planned heat-line cook- 
ing make the Roastmaster one of the fastest portable electric 
cooking appliances on the market. 


ENLARGED CAPACITY 


The new 1937 Roastmaster provides full three gallon capacity 
and the high crowned cover easily accommodates full sized, 
high-breasted fowl. This year NESCO makes the big, new 
Roastmaster more versatile than ever with a full 12 gallon 
capacity steam cooker unit and a visible, smoke-less, spatter- 
less broiler unit that permits all the excess, smoke-producing 
heat to escape . . . produces juicy, campfire steaks. Roast, 
cook, stew, broil, bake or steam in this most modern 1937 cook- 
ing appliance. 


OF LIVING 

















Every present Roastmaster owner is 
@ prospect for this easy-to-use, easy- 
to-clean Nesco Broiler Unit. Re- 
opens your electric appliance mar- 
ket for new profits. 





Nesco presents a Steam Cooker Unit 
for every Roaster and Casserole 
model. ‘ Increased capacity means 
increased sales and extra profits. 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 270 N. Twelfth Street, Milwaukee, Wisconsin 
Factories and Branches: MILWAUKEE * GRANITE CITY, ILL. * BALTIMORE * NEW YORK * CHICAGO 


PHILADELPHIA * SAN FRANCISCO * DALLAS 


THE WORLD'S LARGEST MANUFACTURER OF ENAMELED WARE * JAPANNED WARE *% TINWARE 
* GALVANIZED WARE *® ELECTRIC APPLIANCES * KEROSENE RANGES AND HEATERS * 
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Cc. E. SWARTZBAUGH J. B. SWARTZBAUGH 
President Secy.-Treas. 
THE SWARTZBAUGH MFG. CO. 


| 


MODEL NO. 690—RECTANGULAR 


THEY'VE 
PERFECTED 
AMERICA’S FINEST ROASTER-COOKERS 


THE NEW 


MODEL NO. 680—OVAL 


ROASTER-COOKERS 


WITH 
smokeless broiling method 


BROILERS 


® Hi-reflector, chromed-brass 
anteed rustproof— 


covers guar- 

@ Choice of aluminum or enamel pans (for 
rectangular model) 

® Thermostat switches (no pulling plugs)— 

® Bakelite handles— 

@ Eye 


appeal 


. ~ 
No. 4697—BROILER 
for Rectangular 


® Large 


capacity- 


@ Extra 
fast! 


BROILER RACK (5 adjustments) is also 


Signal baking rack 


Lights 
Safety Handles on front 


No. 687—BROILER for Oval edge of covers 





i 
JOBBERS! 
See our representative 
or wire or write today 
for tull particulars. 








DEALERS — 
SEND POSTCARD, 
LETTERHEAD 
OR 


OFF” and “ON” 
Thermostat 


Switches Detachable 
Hinged cme 


Covers 


= 





THE SWARTZBAUGH MANUFACTURING CO., TOLEDO, OHIO 


Send more descriptive matter on the new Everhot Rooster-Cookers and 
plan of merchandising assistance. 


MAIL COUPON 
NOW! 


GET ALL FACTS 


DEALER 


ADDRESS 


city 








More 


Light on 


Lamps 


Crescent of Spokane Goes IL.E.S. in a Big Way 


ELIEVING 
1.E.S. lamps 
visualization, the 


that the story of 
can best be told by 
Crescent department 
store of Spokane, Wash., has recently 
put in a modern lamp display which 
might well serve as a model for lamp 
departments the country over. The 
company sells other types of portable 
lamps as well, of course, but emphasis 
throughout has been placed on I.E.S. 
equipment. 

Over the ramp which connects the 
old and new buildings of the store 
and which all customers must 
pass is a double archway bearing at 
each end the prominent sign “Better 
Light-Better Sight.” A_ series of 
stepped platforms flanking this runway 
offer special display space for lamp 
and furniture groupings. 

The lamp department, which is lo 
cated just beyond, has been entirely 
remodeled with 
white and 
DuPont 


over 


walls 
pastel 


and fixtures in 
colors. A 
fabric is used for side sur- 
while and fixture tops 
are surfaced with a light buff linoleum. 
Trim is in satin linoleum, including 
convenience outlets and hardware. 
Black painted inset toe space is pro- 
vided at tables. 


white 


faces, table 


Floor space of the 
department has been almost doubled. 
Among the which are es- 
pecially designed to meet the needs of 
merchandising I.E.S. lamps are partial 
ceilings over lamp displays which per- 
mit of exhibiting the indirect lighting 
feature of this equipment under condi- 


features 


MARCH, 


tions which parallel those of the home. 
These have been fixed at a standard 
height of 8 ft. 6 in. Display tables 
similarly are modeled to a uniform 
height of 30 in., the usual height of 
tables on which study lamps are to 
be used in the home. 

A lamp fitting room, topped by an 
illuminated sign advertising ‘Better 
Light—Better Sight,” provides com- 
fortable divan and chairs, with table, 
floor and wall connections at which 
lamps of any type or combination of 
types may be displayed. This has a 
ceiling at the standard height at which 
I.E.S. lamps are tested and rated and 
serves as a place of retreat for sales 
talks, as well as providing ideal home 
conditions for the display of indi 
vidual lamps, apart from the confusion 
of the general department. 

A sight meter and lighting litera 
ture are always available and a thor- 
oughly trained home lighting specialist 
has been added to the staff who is 
capable of telling the complete I.E.S. 
story. The entire personnel of the 
department, in fact, has been drilled 
in the possibilities of the new facilities 
offered. R. L. Knowles manager of 
the home furnishings department, fs in 
direct charge of the display, under 
H. D. Bacon, sales manager and E. A. 
Shadle, president and general man 
ager of the Crescent. All have ex- 
pressed themselves as delighted with 
the increased sales resulting 
new department. 


from the 
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CHICAGO - DETROIT - CLEVELAND 


SEND FOR 


Clock-Watchers 
Portable Time Switches 


Coin Meters 








Industrial Time Controls 


Delayed-Action Wall Switches [ ) Roaster Switches 
for bousebold, office and industrial uses im Parking Meters 


TIME devices are catching on! 

Our first national advertising has brought us a flood of 
mail. And still the inquiries roll in. Hundreds ask for 
more details about MARK-TIME Switches, Clock Watch- 
ers and other time-control devices. Some can’t wait and 
send checks! Almost all ask, “Where can I buy them?” 


It’s a gold mine . . . like the start of the radio business 
.. . for those who are first in the field. Very easy to sell. 
Here’s why: 


Sells Itself with Your Other Appliances 


Every time you sell a washing machine, a radio, a sun 
lamp, etc., show the MARK-TIME Portable Switch to 
your customer and say, “Here’s a wonderful new device 
that will control this appliance automatically . . . that will 
turn it on or off at the end of any period of time you wish. 
And it’s inexpensive.” 

The average woman can’t resist this convenience. She 
buys both MARK-TIME and the appliance. Two sales... 
two profits for you! 

Clock Watchers are an inexpensive novelty that move 
like hot cakes, too. No electrical connection needed. A 
musical chime reminds that time’s up! 

You'll be amazed at the dozens of practical uses for 
MARK-TIME Products. Our catalogue sheets suggest 
many uses . . . concisely describe MARK-TIME Products 

. and show you how to make money from this fast- 
moving line. Send for your catalogue sheets, get your 
order in, and soon “you'll be telling us” how MARK- 
TIME has stepped up your business! 


M. H. RHODES, INC., ROCKEFELLER CENTER, NEW YORK 
MARK-TIME + Offices in the following cities: 


1 OR ALL CATALOG SHEETS 


(Check Items in Which You Are Interested) 


Toaster Timers 
Washing Machine Switches 
Vacuum Tube Switches 


Show Window Time Switches 
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- BOSTON - ATLANTA - BALTIMORE - PHILADELPHIA - ST. LOUIS - WICHITA - NEW ORLEANS - DALLAS - MINNEAPOLIS - SEATTLE - SAN FRANCISCO - LOS ANGELES 


M. H. RHODES, INC., ROCKEFELLER CENTER, NEW YORK CITY. 


Gentlemen: Please send me your new catalog sheets. I have checked 
items in which I am interested. I am Wholesaler [] Retailer Fj 


NAME __ 


ADDRESS 








CITY 





PAGE 35 

















i 


SlOnCLL 


IS PRECISION BUILT__NOT MERELY 
ASSEMBLED__UNDER ONE ROOF 
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Combustioneer dealers 
find volume and profits 
X snowballing to new peaks 
~ 








<a because they sell satisfac- 














tion resulting from the precision-built 











quality of a pioneer maker. 














Every single stepof Combustioneer’s 








straight-line production, from the test- 















| ing of raw materials to the final oper- 
ating test of completed units is under 
one roof of a great newly enlarged plant. 

Combustioneer makes no parts for 


other makers—the entire re- 







search and manufacturing 
facilities of this organization 


are devoted to maintaining 


THIS YEAR 









Straight-line production 
and precision-built quality 
from gear case assembly to 
crating and shipping. 


nr 


“* bys 


Combustioneer leadershipin advanced 
design and features which assure user 
satisfaction. 

That’s why Combustioneer dealers 
in 11 foreign countries and all over 
the U. S. A. know that the 250,000 
people now enjoying Combustioneer 
comfort, convenience and economy 
are creating bigger sales for them. 
Get the whole fascinating story of 
Combustioneer’s exclusive franchise 
proposition. Write us to have a repre- 
sentative call on you. Address, 
Combustioneer Division, The 






Steel Products Engineering 
Company, Springfield, Ohio. 


IT’S 


Slonecez 


AUTOMATIC 





COAL BURNER 
* 


FOR HOMES, APARTMENTS AND FACTORIES 
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They Are Going to Buy Electric Kitchens 








CONTINUED FROM PAGE 32 


liary to the regular routine. Emphasis 
throughout is on the selling of the 
electric kitchen idea, not on price. 

The small appliance department, 
under Wm. O. Woolston and his as- 
sistant, Miss Frances Logan, has also 
caught the same spirit of optimism in 
regard to the future and has enlarged 
and improved its setting. Attractive 
backgrounds formed by lighted ground 
screens bring into relief the 
appliances, such as vacuum 

and washers. Descriptive 
labels on appliances not only give the 
price but some outstanding quality or 
fact in regard to the equipment which 
explains the appliance. Everywhere 
possible appliances are connected for 
demonstration and in many cases are 
shown in motion, so that the depart- 
ment offers the effect of an exposition 
to those who are merely shopping, or 
who pass through on another errand. 

Sales girls are instructed to illus- 
trate their talks by demonstration in 
all cases where this would prove of 
value. To this end practically every 
table and display area is equipped with 
outlets to which appliances may be at- 
t 1 conveniently during the sales 


glass 
larger 
cleaners 


tached 
talk. 
Besides motion displays, odors of 
cooking have been found to offer one 
of the best attractions to the depart- 
ment. The friendly aroma of coffee or 
crisp desirability of fresh waffles 
will penetrate the entire sales floor. 
Customers in quite different depart- 
will be noticed to lift their 
taking in the pleasant smell— 
ind a little later they will find their 
way to the source of the attraction. 
\nnouncement that recipes will be 
given away can always be counted 
upon to draw a crowd of women—in 
fact, it has been found that customers 
will even steal recipes, when they are 
ittached to a waffle iron, for instance, 
and that they must be replaced 
periodically. 
When cooked, but is not 
intended for distribution as samples, 
it is the custom of the department to 
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head 
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sell it at cost at the close of the day 
to any of the assistants in the depart 
ment who care to buy. This is saving 
both to them and to the department, 
and helps to keep everything fresh 
daily. 

Emphasis in the department is on 
the latest style and the newest method, 
so that this in itself becomes an at- 
traction to the customer. Also it gives 
a talking point for a second sale. It 
is always easy, after the waffle iron 
or toaster is sold, to interest the pur- 
chaser in the new idea of milk warm- 
ers or roasters, or baby washing ma- 
chines. This may not lead to a second 
sale on the spot (although in a large 
number of cases it does), but it is 
productive of future business. Colors 
as well as mechanical features are kept 
up to date. For instance, washing ma- 
chines were once sold in white or me- 
tallic finish. Later everything was 
green; styles have now swung about 
to white again. These trends are fol- 
lowed closely and are reflected in floor 
displays before even they reach the 
pages of women’s magazines. 

Shoppers are not by any means 
despised. The girls of the department 
have learned that, particularly in the 
fall of the year, Saturday is a day 
when husbands and _ wives _ stroll 
through the department together “just 
looking.” Later the husband is apt t 
return to purchase the most expensive 
of the articles examined for his wife’s 
Christmas present. Every girl has 
her own cards, which she can present 
to such a visiting couple and by which 
she can be identified when the sale is 
later made. 

Most of the better appliances are 
sold as gifts anyhow, the store has 
found, and sales girls are taught 
to play up and enhance their value by 
handling them with special care and, 
in general, by emphasizing their beauty 
and gift qualities. Almost all hollow 
ware and better waffle irons are sold 
as gifts, many of them to husbands. 

Auxiliary equipment sometimes 
proves a drawing card. Cellophane 








"| SAY, | CAN'T UNDERSTAND WHAT EVERY- 
ONE SEES IN THESE AIR CONDITIONED CARS" 
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covers for mixers, for instance, de- 
sicened to keep the equipment from 
kitchen moisture and dust, have proved 
yery popular. 

n the nature of things, small appli- 
ances are strictly store sales, but for 
washers and ironer% considerable field 
work is done. An effective method of 


selling ironers has been to send one | 


out whenever an electric washer is 
lelivered. A demonstrator goes along, 
who not only shows the new owner 

vy to operate her washer, but gives 
her a demonstration of an ironer as 
well. This has led to a most satis- 
factory number of second sales. 

Meetings of the sales force are 
held once a week, at which all new 
appliances are talked over. Empha- 
is is always on the better lines and 
the girls are made conscious of this. 
They frequently bring in ideas from 
the women’s magazines which are 
passed on to others and used, either 
in display, or in improving the effec- 
tiveness of sales talks. 

Both electrical departments, in other 
words, believe in the electrical future 
of Los Angeles—and they intend to 
take advantage of the opportunity to 
the full. When people buy electric 
kitchens and electrical home equipment 
to use newly available” Boulder Dam 
power, the May Company intends to be 
right there to do the selling. 


Dealers Sell 
Fifty Per Cent 
Of Ranges 


HE two month’s trade-in cam- 

paign on ranges staged by the 
Utah Power and Light Company, un- 
der which $25 was allowed for any 
id range turned in on the purchase of 
a new range, either through dealer or 
power company channels, resulted in 
tripling the usual range quota for the 
season. Cooperation from dealers was 
excellent, every one of them taking 
advantage of the offer by which the 
power company paid $20 cash to the 
dealer for the old range, the extra $5 
being a dealer contribution. Of the 
1,072 ranges sold, about fifty per cent 
were dealer sales. 

Of course, every effort was made to 
see that trade-ins were stoves in legiti- 
mate use and to this end the require- 
ment was fixed that they must have a 
cooking surface and oven attached. Of 
the trade-ins turned in, 379 were coal 
ranges, 147 gas ranges and 314 electric 
ranges. There were 2 combination gas 
and coal, 2 oil stoves and 85 of the 
ranges sold went into new homes. 
Eighty-three sales were made without 
trade-ins at all. 

A price of $22.50 was fixed for 
range wiring, which enabled the dealer 
to quote a complete figure for the 
equipment installed. If the wiring came 
to more, the power company was sent 
the bill. 

Last year for the same period about 
300 ranges were sold by power com- 








pany and dealer combined, so that the 


record of this sale shows a greater 
than 300 per cent increase. 






















































One Minute Gear Assembly 


Fully enclosed and runs in a bath of 
oil. Transmission of power through a 
V-belt running in grooved pulleys. 
Worm is of hardened steel. Pitman 
gear has one-third more teeth and pit- 
man has forked mounting on the quad- 
rant. Crankshaft is drop forged. All 
parts scientifically engineered and 
carefully manufactured. Quiet in oper- 
ation, positive in action and able to 
withstand years of hard service. 


One Minute Washer Company 
NEWTON, IOWA 
WASHER CRAFTSMEN SINCE 1898 


Use This Coupon 





Tse words are heard daily 
from one end of the country to the other. 
Shrewd. thrifty. and progressive dealers have 
discovered the plus beauty, value and quality 
of the new One Minute line. New records are 
being hung up everywhere and business for 
the first part of the year shows remarkable in- 
creases. The trade first sensed the sales ap- 
peal of “America’s Most Beautiful Washer”, 
and now finds by two month's experience in 
actual sales it was no mirage. The extra val- 
ue, convenience of operation and washing ef- 
ficiency are easily explained. 


One Minute Plus Quality and Efficiency 


One Minute Bonded Gear Case, which insures 
the lowest cost per washing. @ Large capaci- 
ty tub, with heavy splash crown, gives greater 
washing space, without the inconvenience of 
water splashing over the sides. @ Largest agi- 
tator used on any washer. Giant Hi-Vane with 
six blades, gives more water action for less 
current. @ One Minute exclusive, one control 
leverless wringer. No levers or “buttons” to 
reach for. @ No protruding, unsightly legs to 
interfere with the operator. @ Equipped with 
streamlined casters which protect them from 
dirt and water. @ Striking beauty and modern 
design without the use of unnecessary levers, 
controls and other mechanism. @ In every de- 
tail One Minute reveals real beauty, quality 
and the finest engineering ability available. 


All models are available with the 
latest type Briggs & Stratton gas 
engines which are the finest the 
market offers. Use the coupon to 
get full details of the lessened 
sales resistance other dealers 
find in merchandising the new 
One Minute line. 








One Minute Washer Company, Newton, Iowa 


Rush details of the new One Minute line of “America’s 


Most Beautiful Washers”. 
NAME_ 
FIRM 
ADDRESS _ 
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Sales Research Director 


By Bertrand R. Canfield 





Babson Institute of Business Administration 


Paying 


Salesmen 


Survey Shows That Salary Compensation Is 


Growing in Favor for Retail Appliance Men 


DECIDED trend toward the 
salary rather than the straight 
commission method of compen- 

sating retail electrical specialty appli- 
ance salesmen is revealed in a survey 
just completed by the Sales Research 
Division of the Babson Institute. In- 
stitute investigators, calling personally 
on large and small appliance merchants 
in cities and towns of various sizes in 
Massachusetts, discovered a growing 
interest in the salary payment plan. 

While a majority of the appliance 
merchants interviewed still pay their 
salesmen a straight commission of va 
riable amounts from five to fifteen per 
cent, an increasing number is favoring 
the inclusion of a salary in their com- 
pensation plans for salesmen of re- 
frigerators, radios, washing machines, 
oil burners, ironers. 

Fifty-three per cent of those mer- 
chants interviewed incorporated a 
salary in their sales payment plans 
while forty-seven per cent of the mer- 
chants still retained the straight com- 
mission compensation, without salary. 


Drawing Account 


Only about ten per cent of the ap 
pliance merchants paid a drawing ac- 
count weekly, applying against com- 
missions earned by the salesmen. The 
drawing account enables the beginning 
salesman to earn his expenses during 
the first thirty to sixty days he is in 
the field, when he is preparing the 
way for future sales. The assurance 
of a definite weekly income frees the 
new salesman from financial worries 
and enables him to do better work. 

Also, a drawing account enables the 
old salesman to pay his expenses dur- 
ing slack seasons when sales are low, 
such as during the mid-summer radio 
lull or the winter slump in refriger- 
ator sales. Often, it is very difficult 
to secure salesmen for the sale of sea- 
sonal appliances without the payment 
of a drawing account. 

On the other hand, many appliance 
merchants have abolished the drawing 
account because they have found that 
a commission salesman grows to de- 
pend on a definite weekly advance 
instead of relying on his own efforts 
entirely. Thus the draw becomes a 
crutch upon which a salesman leans 
heavily for financial support. In some 
cases, merchants find that a drawing 
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account places a salesman in the un- 
fortunate position of becoming a debtor 
to his employer. As the salesman fails 
to earn commissions equal to his draw- 
ing account, he lapses deeper in debt 
and the misunderstandings so common 
between creditor and debtor arise to 
destroy the salesman’s morale. 

The average drawing account ex- 
tended by appliance merchants inter- 
viewed in the Babson investigation was 
$25—a week. If the salesman is unable 
to earn this amount in commissions 
within a few weeks, his drawing ac- 
count is withdrawn and he often leaves 
to seek a similar drawing account from 
another appliance merchant. 

Some merchants have experienced 
salesmen growing fat under a substan- 
tial draw during the off season months, 
leaving to secure larger accounts or 
higher commission rates from other 
merchants when the active selling sea- 
son opens. 

For these reasons the drawing ac- 
count is losing favor among appliance 
merchants and is being displaced by 
other methods of payment. 


Straight Commissions Losing 
Favor Also 


Along with the drawing account 
against commission, the straight com- 
mission is not as popular as it was 
during the depression years of 1931 to 
1933 for paying retail appliance sales- 
men. Although forty-seven per cent 
of the merchants interviewed still re- 
tained the time-honored straight com- 
mission plan, taken by itself, merchants 
are finding that it has many draw- 
backs. 

One of the chief objections to pay- 
ing appliance salesmen straight com- 
mission is that salesmen work hard 
when they want to and are idle at 
other times. The performance of many 
straight commission men is not at all 
consistent. Some weeks their sales 
are up but sometimes for long periods 
their sales are practically nothing. The 
control of the merchant over his com- 
mission salesmen is very weak; he can 
not point out to a salesman that he 
must do so much canvassing, make so 
many calls or follow up certain old 
customers. The commission man, feel- 
ing that he is working for himself, 
will be reluctant to accept the sugges- 
tions and advice of his employer. 





Appliance: salesmen on a straight 
commission will usually go after the 
easiest orders, in the opinion of mer- 
chants operating men on this basis. 
The easy orders are usually the least 
profitable, from the merchant’s stand- 
point. Instead of trying for the sale 
of a large capacity refrigerator, many 
commission men will be satisfied to 
sell a low-priced, small-capacity chest. 
Commission salesmen go after these 
low-profit, easy sales because their 
earning power is dependent upon the 
volume of appliances which they sell. 

Some merchants are wisely grading 
the commission paid their salesmen ac- 
cording to the profit upon the indi- 
vidual appliance, and in this way the 
efforts of the salesmen are placed upon 
those models which carry the most 
profit. 

The inclination of straight commis- 
sion salesmen to try to get too great 
allowances on trade-ins in order to 
boost their volume and earnings is an- 
other problem arising from this method 
of payment. 

On the other hand, many appliance 
merchants believe that no other method 
of paying salesmen gives the same 
stimulus to greater effort and accom- 
plishment as a straight commission. 
Under this plan, the salesmen’s earn- 
ings are entirely dependent on his own 
efforts. Instead of the merchant tak- 
ing all of the risk and suffering the 
whole loss in case the salesman fails 
to make good, the salesman takes the 
responsibility on the commission plan. 
The mortality among appliance sales- 
men is so high that many merchants 
refuse to speculate on untried sales- 
men to the extent of paying them a 
salary. If the salesman fails to make 
good on a commission basis, he is the 
loser not the merchant. 

With improving business conditions, 
the commission method is looked upon 
with somewhat more favor by appli- 
ance salesmen whose earnings are ris- 
ing with business volume. However, 
during the depression, merchants found 
it very difficult to employ salesmen on 
the straight commission plan. 


Salary and Commission 
Favored 


With fifty-three per cent of the elec- 
trical appliance merchants questioned 
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in the Babson Institute survey, favo: - 
ing the payment of a salary (alone or 
in combination) to appliance salesmen, 
a majority combine the salary with 
commission methods. By the payment 
of a salary of $25—or more a week 
plus a commission“ on all sales made 
appliance merchants combine the a 
vantages of these two methods of pay- 
ment. With a half of all merchants 
who pay a salary combining this 
method with a commission, the popu 
larity of this plan is apparent. 

The combination of salary and com- 
mission insures the performance of the 
missionary work or canvassing neces- 
sary in the sale of appliances. The 
merchant paying a salary to his men 
can demand that they canvass so many 
homes a day and report the result of 
their calls. Furthermore, the pay- 
ment of a salary insures that salesmen 
spend a full day on the job and work 
more consistently than they do on a 
straight commission. Salesmen will 
more readily make service calls, ad- 
justments, collections and other non- 
selling duties on a salary basis. 

With a commission added to a 
salary, there is also the incentive to 
salesmen to make more calls with re- 
muneration for added aggressiveness 
necessary to make sales in the keenly 
competitive appliance market. The 
added commission enables the appli- 
ance salesmen to automatically deter- 
mine his own income and avoids the 
necessity of periodic requests for 
salary increases. 


Straight Salary 


About sixteen per cent of the appli- 
ance merchants interviewed pay their 
salesmen a straight salary. Those mer- 
chants favoring this method believe 
that it frees the salesman’s mind of 
money worries and keeps him more 
contented by a definite, regular, weekly 
income. Particularly, a salary gives 
the beginning salesman income during 
the difficult breaking-in period when 
the salesman is building up a clientele 
and sales come hard. Furthermore, a 
salary plan is easy to apply and gives 
rise to no misunderstandings regarding 
credit for sales made, where several 
salesmen may be working out of the 
same store. 

On the other hand, comparatively 
few appliance merchants pay salesmen 
a straight salary because they believe 
that salesmen paid in this way often 
become mere order-takers for, as long 
as they sell a certain amount of goods, 
they know that they are sure of their 
salaries. 

Also, appliance salesmen‘on a salary 
often become dissatisfied, particularly 
in periods’ of improving business like 
the present, unless their salaries are 
constantly being raised. Many cor 
sider that they are not being fairly 
treated unless their wages are i! 
creased frequently, which often leads 
to a large turnover in the sales force. 

If a merchant attempts to increase 
the wages of his salaried salesmen, |! 
has difficulty in apportioning these i: 
creases according to the actual selling 
ability of his salesmen. Some me 
of inferior ability and engaging pe'- 
sonalities or long service often demar ! 
and receive more money than the © 

(Please, turn to page 112) 
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yOU SELL 


a 1937 Delco- -Frigidaire ad- 
ertising and selling drive is the 
‘cand and most powerful ever 

















Jaunched in the heating and aif 
conditioning fields. National 
mag vazines— Home magazines— 

New spapers—Business papers— 





Architects’ papers— Builders 
papers—Sales Promotion mate- 
rial and Direct by Mail. Every 
prospect in your territory ill be 
bombarded with the Delco- 
Frigidaire story throughout - 
year. Here is Selling Power! 
Further proof that if pays have 
the Delco- Frigidaire Franchise. 
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Dealer Plan for 1937 


A kranchise!] orth Investigating 














An organization backed by General Motors... Most complete 


line of equipment, priced right...Widespread public acceptance 


... Greatest advertising and sales promotion in the industry. 


Air Conditioning, as “‘Products of 
General Motors’’ develop it, is a year 
*round matter—automatic heating and 
conditioning in winter—automatic cool- 
ing and conditioning in summer. 

To automatic heating Delco-Frigid- 
aire brings the vast experience of 
General Motors in building more de- 
vices for the combustion of liquid fuels 
than any other organization. 

To automatic cooling Delco-Frigid- 
aire brings the experience of General 
Motors in developing Freon (the safe, 
new Cooling Fluid), the Coils, and the 
Compressors on which all modern air 
conditioning is based. 

Out of this experience comes the 
present Delco-Frigidaire line of equip- 
ment and the Delco-Frigidaire Franchise. 
There are splendid profit possibilities 
right now in this Franchise. An exam- 
ination of a few of the products will 
show this. 


A Complete Line 
of Heating Products 


The Delco Oil Burner is the fastest- 
selling oil burner on the market... the 
1936 leader of the industry. And 1937 
models offer still more opportunity for 
its dealers...a line for homes of any 
size, at drastically lower prices. 

The new Delco Automatic Furnaces 
(Boiler-Burner Units) for steam, vapor, 
and hot water systems, gas or oil, come 
in new smaller sizes at lower prices than 
ever before. 


gas and oil Conditionairs bring heating 
PLUS air conditioning to homes of any 
size. 

A new Delco Water Heater for gas 
or oil rounds out the line of heating 
equipment, increases the size of your 
average sale. 


A Complete Line 
for Air Conditioning, too 


Cooling? There are more Frigidaire 
Electric Room Coolers in use than a// 
other makes combined, and the new models 
offer even greater prof possibilities 
than last year’s sensational success. 

Inthe field of air conditioning Delco- 
Frigidaire again jumps the field with 
Controlled-Cost Air Conditioning. .a 
plan for selling air conditioning on a 
sensible business basis that will appeal 
to your customers. 


Future Possibilities 
Are Still Greater 


Yes, the Delco-Frigidaire Franchise 
offers marvelous opportunities today. 
But the sound, intelligent business man, 
the sort of partner whom Delco-Frig- 
idaire wishes to have on the firing line 
. .. 1s building for the future, too. 

To him, Delco-Frigidaire offers a 
line of products covering the field com- 
pletely, backed by an organization that 
has proven its ability to take its dealers 
to the top. 

There’s still room for a few business 
men of this sort in the Delco-Frigidaire 


Compare any other 
Franchise with these 


a 


DELCO - FRIGIDAIRE 
ADVANTAGES 


1 The power of the name General 

Motors . ..and the proven record 
of General Motors in taking its dealers 
to the top. 


A complete line of heating and cool- 

ing equipment. . . offering such 
proven sales arguments as the Thin-Mix 
Fuel Control and ‘‘Contro/led-Cost’* Air 
Conditioning. 


3 The right products at prices socom- 
petitive that wo sale need be lost. 


Accepted national leadership and 
widespread public acceptance. 


Dominant and convincing advertis- 
ing and sales promotion that tells a 
competitive story — 40th nationally and 
locally. 
Write for more information 
about this great Franchise 





MAIL COUPON TODAY 


Delco-Frigidaire Conditioning Division 
General Motors Sales Corporation 
Dayton, Ohio—Dept. EM- 3 


I am interested in your Franchise. Please 


Name 





Address 





City and State 





i 
l 
I 
1 
I 
l 
l 
l 
send me complete information at once. : 
l 
i 
I 
I 
l 
l 
I 


And for warm air systems the Delco __ picture. Inquiry is cordially invited. 
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resto Tray 


with Magic Finish and Rubber Grid 


Inland’s inventive genius brings you a new 
and dramatic combination of magic finish 
metal pan of patented contour with new 


rubber grid convenience. 


There’s sheer 


magic in this tray that has no levers, links, 
or cams to freeze tight—no sharp edges to 
cut—yet gives split second release of tray 
and cubes. Here’s the tray sensation of the 
year, with its magic finish metal that pre- 
vents sticking and freezing in. Its patented 
contour gives instant release of ice cubes. 
Yes, Presto Tray is new and different. 


4 slight touch and the magic finish 
metal Presto Tray slips out of the 
sleeve. This secret magic finish pre- 
vents sticking. Press the rim of the pat- 


ented contour and lift out the rubber 
gridful of ice cubes—ready for use . . - 
one at a time or a whole trayful. Sim- 
plicity itself... no handles—no levers. 





Magie Release 


This 10-second Presto Tray 
demonstration rivets your 
prospects’ attention on the 
fast freezing advantages 
and full ice making capac- 
ity of your refrigerator. It 
enables your salesmen to 
show prospects how to get 
all the benefits of all the 
ice your refrigerator can 
freeze—instantly without 
fuss or bother. Capitalize 
on the sales-closing ad- 
vantage of this action-get- 
ting new Presto Tray. 
Insist that your new re- 
frigerators come factory 


Patented Contour above 


nm 


equipped with Presto Trays 
in every ice compartment. 


INLAND MFG. DIVISION 
General Motors Corporation 
DAYTON, OHIO 


THE MAGIC FINISH 
PATENTED CONTOUR 


Presto 
Tray 


WITH RUBBER GRID 


veans Patent Pending 





ALL-ELECTRIC 
MILK HOUSE 


On 


Public Service of New Hampshire 
finds new way to sell the farmer 


UNIQUE use for the familiar 

G-E electric kitchen coach has 
been introduced by the Public Service 
Company of New Hampshire. The 26- 
foot trailer has been turned into an 
‘all-electric travelling milk house” to 
sell rural customers on electric milk 
cooling equipment, bottle 
water heaters, sterilizers, 
pumps, room heaters, venti- 
lating fans and lights. 

It contains a complete unit for the 
small dairy farm, the one-man 100- 
quart style, and for the big commer- 
cial dairy farm with retail routes 
calling for the delivery of hundreds 
of quarts daily. 

The idea for this travelling display 
for farmers originated with Joseph 
H. Bodwell, rural agent for the com- 
pany, J. C. Kendall, director of the 


aerator, 
washers, 
water 


Extension Service Department of the 
University of New Hampshire, and 
A. R. Schiller, vice president of 
utility company. Taylor C. Harvey, 
sales manager of the company has 
been in charge of publicity and pro- 
motion in regard to the exhibit. 

In commenting on this 
travelling milk house, Mr. 
said: 


original 
Schiller 


“This trailer is tangible evidence 
that we believe in farm electrification 
We have always attempted to acquaint 
our customers on rural and farm lines, 
with the advantages of electricity on 
the farm and in the farm home. To 
further this work we organized 
cently a new division of the sales 
department under the 
Joseph H. Bodwell, rural agent.” 


direction of 


Interior of the all-electric milk-house 
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' THIS IS THE PLUG THAT G-E BUILT 


. and only General Electric offers a plug that is 
molded on the cord . . . of one-piece construction. 


Study the features that make this plug unique: 


. Contacts cannot loosen. They are permanently 
molded in rubber. 


. Lead wires with full insulation are molded in 
rubber. Note that they are looped to prevent 
strain on soldered connections. 


. Plug is molded to the cord... not merely 
attached. It cannot come apart. 


Now you can understand why this G-E Plug has 

t of the : gained wide acclaim for its ruggedness, lasting 
ire, and power and fine appearance. Every appliance needs 
of th " <5 this better G-E Plug. Send for full details. Write 

_ ; > Section Q-903, Appliance and Merchandise Depart- 
ind. pro- ment, General Electric Company, Bridgeport, Conn. 


it. 
original 
Schiller 
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ACCESSORY EQUIPMENT 
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Little Journeys fo 





K/ectrical Men's Homes 





Here is a home built 25 years ago. W. H. Voss lives with his daughter. 


No. 1 of A. Series 








The little journey this month is to the home of one of the deans 
of the washer business, W. H. Voss of Davenport, Iowa. At 
16 he came over from Mecklenburg, Germany, to this Mississippi 
town, and has lived there to his present age of 80. A wood- 
worker and woodcarver, he built a washing machine as an aid 
to his mother, and this good deed was the start of the Voss 
Dusi ness. Today Mr. Voss still works at his drafting board, 
keeping office hours like everyone else. His daughter, Miss 
Elsie Voss, keeps house for him, and there is a bull terrier pup 
for sociability. 

Door bell pushers, out peddling appliances to housewives, some- 
times wre haunted by the thought, “I wonder if the Old Man 
uses these things himself?” 

So Electrical Merchandising is taking a camera into the homes 
of a number of appliance manufacturers to see just how they take 
their own medicine. Old and battered models will undoubtedly 
be shown, mute testimonial to the fact that these men have been 
pioneers in the art of more comfortable living. 

And, while testimonials have been laughed out of the magazines 
by the gentleman jockies and ladies smoking certain brands ot 
cigarettes, there still remains salt in the portrayal of the choice 
of these electrical men. Steeped in the lore of the business, 
when they take home an appliance, it generally represents the 


hest of judgment on their part. 


Eighty years old and down to work every 
morning is the custom of W. H. Voss, pio- 
neer appliance manufacturer. 


A Toastmaster, a radio, and a GE electric 
clock are three things no kitchen should be 
without, Miss Voss thinks. 



















































Photos by TOM F. BLACKBURN 
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The GE refrigerator has been on the 
job in the Voss home for years, Miss 
Elsie Voss says. 












Naturally the Voss basement has a Voss 
washer—an early model. The ironer is 
@ gas heated Simplex, 16 years old. 
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Kelvinator 
goes on the air 























A NEW KELVIN HOME 


The first prize will be a Kelvin Home, 
complete with year ‘round air condi- 
tioning, electric or gas range, electric 
refrigerator, constant hot water, elec- 
tric laundry equipment. The last word 
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SATURDAY EVENINGS AT 8:00::: 


COAST TO COAST HOOK-UP OF 
55 STATIONS ON THE COLUMBIA CHAIN 









A NASH AUTOMOBILE ay 
Included in the other prizes will be 
completely equipped Nash cars—one 
of the country’s finest and most beauti- 
ful automobiles. Big, roomy, perfectly 
inted biles, that anyone 





in modern living! 


TWO BIG CONTESTS 


A Ss ee 


FIRST PRIZE-A KELVIN HOME 


AND MORE THAN A THOUSAND OTHER PRIZES 


SAL INCLUDING NASH CARS 


REFRIGERATORS 


ea ee ee ee 


WASHING MACHINES 


« ELECTRIC 


IRONERS * AND CASH 





A program built to produce 





FLOOR TRAFFIC 


Kelvinator will not only have a thrilling program 
that will appeal instantly to everyone, but will 
have two big contests that will bring people in 
great numbers to the stores of Kelvinator dealers. 

The contests are fascinating and yet so simple 
that anyone can enter with a real chance of 
winning. There is nothing to buy—no tiresome 
essays to write, but every contestant must visit 
a Kelvinator dealer in order to secure entry 
blanks and rules of the contests. This means 


Floor Traffic for Kelvinator dealers—and because 
of the nature of the contests, it will mean floor 
traffic composed of men and women who will 
be anxious to learn all they can about Kelvinator 
appliances for their homes. 

And this radio campaign with its Two Big Con- 
tests is only one of the many sales promotion fea- 
tures of the 1937 Program. Only one of the things 
which is going to make 1937 the greatest year 
in history for Kelvinator dealers and salesmen. 


KELVINATOR ¢ DIVISION OF NASH-KELVINATOR CORPORATION 


DETROIT, MICHIGAN 


Kelvinator 
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would be proud to win and drive. 


ELECTRIC REFRIGERATORS + RANGES + WASHING MACHINES + IRONERS «+ AIR CONDITIONING EQUIPMENT 
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One of the best salesmen 
is the boss, C. M. Van 
Malsen. 


The main store seems to be 
built around a historical 
monument. Outdoor dis- 
plays are always used, pro- 
viding the weather man is 
agreeable. 


This unit, located on Divi- 
sion Ave., was opened 
early in 1936, 


This is a view of the 
Wealthy Ave. branch which 
was opened back in ‘30. 


A small portion of the ra- 
dio display in the Burton 
Ave. store. 


eighborhood 


Locations 


The experience of C. M. Van Malsen, 


owner of three such spots in Grand 


Rapids, Michigan 


N Grand Rapids, the city noted for 

its fancy furniture, are located three 
electrical appliance stores bearing the 
name of “Van’s Radio Sales & Serv- 
ice.” These are located in residential 
districts where resides a class of peo- 
ple of moderate incomes. Back in 
1924, Van had but one store and that 
he opened on the proverbial “shoe 
string.” He knew something about 
radio at the time, so devoted his time 
to selling and repairing receiving sets 
in a space boasting dimensions of 18 
feet by 20 feet. 

As is well known now, Van went 
into business at the right time. Radio 
became “hot” and Van rode the wave, 
making rather a cleanup. He says, 
“We really made some first class 
money on Majestic back in ’28 and 
~~ 

In 1930 he became interested in 
other appliances, opened a second lo- 
cation on Wealthy Ave. This store, 
under Joe Buys has also prospered 
and early in ’36 the third unit was 
opened on Division Ave., managed by 
Edward Marcus. 

Today the stores handle Easy, ABC, 
Norge and Maytag washers; Norge, 
Leonard and Westinghouse refriger- 
ators; Estate, L & H and Hotpoint 
ranges; Zenith, Grunow, RCA, Gen- 
eral Electric and Philco radios; 
Thermo, Quaker and L & H room 
heaters and a large variety of small 
appliances and wiring devices. 

Radio continues to be Van’s “baby” 
and in 1936 approximately 1000 sets 
were sold by the three stores at an 
average price of $60. Electric ranges 
are coming into the sales picture and 
last year the firm sold 150 ranges. 

Working out of the three houses 
are eight salesmen. These fellows 
work on a commission-bonus basis 
and contributed most of the sales that 
totaled $95,000 last year. Mr. Van 
Malsen doesn’t believe in large sales 
crews. He prefers to limit the sales 
organization to a few first class men 
who understand selling. During a 
“Philco Week” last year, two of them 
walked off with second and third 
places among the dealer-salesmen of 
Grand Rapids. E. J. Nardin was the 
gent who took second position, E. 


Marcus was third in the city. Be- 
tween them they moved $2,700 worth 
of Philcos during that seven-day 
period. 

To help pave the way for the sales 
crew, Van does a worthwhile amount 
of advertising. Neighborhood week- 
lies always contain an advertisement 
of Van’s Radio Sales & Service 
Stores. Not on a regular schedule, but 
at least once a week, appear additional 
advertisements in the daily Grand 
Rapids “Press” and “Herald.” Prod- 
uct copy, according to the season, is 
generally used. Occasional blasts tell 
the Grand Rapids folks of “specials” 
available at.the Van Stores. 

Back in 1924 Van learned that serv- 
ice calls led to additional names on 
the prospect list. Today the three 
service men find the same condition 
holds true and are valuable tipsters 
for the salesmen. 

In 1936, three cooking schools 
staged in the Burton Ave. (headquar- 
ters) store, helped with the range 
selling job. Prospects were invited to 
these schools through post cards. As 
this type of promotion worked effec- 
tively in 1936, Mr. Van Malsen plans 
on broadening the program this year. 

Display booths in several local 
shows such as the “Home Show,” 
“Auto Show” and the “Lion Club 
Show” have enabled the salesmen to 
get some profitable leads. Van also 
feels that the participation in such 
affairs develops good will in the com- 
munity. 

Fortunately for Mr. Van Malsen 
he is in a position to benefit from a 
condition whereby the majority of 
people prefer to buy major appliances 
through time-payments. Fortunate, 
because he is in a position to carry 
most of the paper, therefore an addi- 
tional profit. These days only 10 per 
cent of the major appliance sales of 
Van and associates are paid for within 
60 days. The majority of the buyers 
want three years to clean-up the ap- 
pliance payments. 

Van has no secret formulas for 
clicking in the appliance business. He 
tries to keep his sales force satisfied 
and making money. In addition he 
works hard himself—he’s here, there 
and everywhere every day. 
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FOR THE ELECTRIC RANGE! 










MODEL ER-50 


MODEL ER-60 
MODEL ER-70 


and KELVINATOR IS READY with every- 
thing you need to cash in on the demand 


There is no doubt that the electric range is now entering the period of 
mass-market sales and large profits for dealers. The pioneering and 
development periods are over. America is ready for the electric range 
—in fact more than two million American housewives already are 
cooking with electricity. 





Kelvinator also is ready. Kelvinator is definitely in the electric range MODEL ER-30 
business ... Kelvinator has created a specialized Electric Range Sales 
and Merchandising Division. . . It has perfected a line of ranges 
unexcelled in beauty, performance and economy ... It has invested 
heavily in research, tools and dies... In 1937 it is placing a domi- 
nating national magazine and radio campaign behind the products ... 
lt has developed promotional plans and selling materials which 
insure the success of ifs dealers in this field. 


MODEL ER-40 



















Why not get in touch with your Kelvinator distributor and get all 
the facts concerning the profit possibilities for you with Kelvinator 
Electric Ranges. Do it now. 


KELVINATOR, Division of Nash-Kelvinator Corporation—Detroit, Mich. 





MODEL ER-20 


MODEL ER-10 












THE PROGRAM BEHIND KELVINA- 
TOR ELECTRIC RANGES. Your Kelvina- 


tor distributor will be glad to show you in 
detail Kelvinator’s Big Program for 1937. It 
includes national magazine and radio adver- 
tising; local advertising; sales promotion; 
displays and selling literature. The pro- 
gram is complete and it will be effective. 












COMPLETE SELLING PLANS FOR 


YOU. At the left are shown only a few of 
the many selling helps which will be given 
to Kelvinator electric range retailers. As a 
Kelvinator retailer you will have every- 
thing you need to be a successful dealer 
right from the start. See your distributor 
now and get in on the “ground floor.” 
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FIGURES INDICATING THE 


Electrical 


l 171,405 units 
Jan. 1936 119,764 units 
Saturation, January 1937—9,000,000 wired 
mes, or 41.1% of total wired homes 
Sales of household electric retfrigera- 
tors in the last three months of 1936 
were as follows October 44,380 - No- 
vember 78,265 - Dece mber 123,208 Year 
2,079,535 units—$341,043,740 
he electric washer industry got off 


a good start in 1937, with January 
sales totaling 110,030 units and advancing 
2.10% ahead of January 1936. These 
figures are particularly impressive as rec- 
rds for previous Januarys in the past 
five years are reviewed: 1932, 47,267 ele« 

washers; 1933, 46,085; 1934, 75,851; 
1935, 80,143; 1936, 107,675 

Following are industry of house- 
machines reported 


Machine Man 


sales 
Id electric 
Ameri 
Ass 


wasning 
in W ashing 


ation 


yy the 
tacturers 
JAN. 1937 
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110,030 washers 
lau 193 107 67 


fe — ol ° 
) > wasners 
1937—11,496,457 
wired homes 


January 


mes, or 52.5% of total 


Saturation, 


October, November and December 1936 


j 


ales of household electric washers not 
reviously reported in Electrical Mer- 
handising, were as follows: October 
139,919 units: November 90,905 units; 
December 81,775 units. Thus, the year 
1936 ended with a volume of 1,528,585 
electri washers ] 

PERCOLATORS (Correction) 

Attention is called to the metal per- 
colator sales figures for 1936, which 


were inaccurately estimated in the Janu- 
issue of Electrical Merchandising. 
Additional figures indicate that the unit 
volume in 1936 was considerably higher 
than had been estimated, while the re- 
tail value was considerably less. Re 
vised estimates place 1936 sales of metal 
toasters at 515,000 units, valued at 
$2,279,576 retail 


EXPORTS 


sales of household 


ary 


Important gains in 


electrical appliances to foreign coun- 
in the past three years wiil 
ed from the following figures, 


summarized from Department of Com- 


merce foreign trade statistical bulletins 
Units Mfrs. Value 
Was Machines 
1936 27,095 $ 1,093,839 
1935 14,514 683,981 
1934 7,916 424,332 
Vacrrm | a ¢ 
1936 3,762 517,151 
1935 22.937 349,500 
1934 14,804 238,828 
Irons, Electr 
1936 163,027 267 023 
1935 128.982 05.049 
1934 120.707 186,296 
| anges, EF le 
193 8,220 505,253 
1935 5.232 341,602 
1934 4,745 280,326 
Heating & Cooking 
Appl ances 
1936 256,347 747,593 
1935 215.494 566.100 
1934 149,279 382,238 
Clocks, Electri 
1936 120,826 319,813 
1935 71,956 194,922 
1934 36,244 103,685 
trigerators, Electri 
193¢ 169,412 12,631,587 
1935 120,139 9,533,741 
134 105.983 8.657.356 


Market Analysis Department 
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compiled by Marguerite E. Cook 
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Home Building—W here, How Many, and How Much | 


(Based on permits in all cities of 10,000 population or more) 


States by 


Regional Grout 


New England 


Maine 


New Hampshire 


Vermont 
Massachusetts 
Rhode Island 
Connecticut 


Middle Atlantic 


New York 
New Jersey 
Pennsylvania 


East North Central 


Ohio 
Indiana 
Illinois 
Michigan 
Wisconsin 


West North Central 


Minnesota 
Iowa 

Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas 


South Atlantic 


Delaware 
Maryland 


Dist. of Columbia... 


Virginia 

West Virginia 
North Carolina 
South Carolina 
Georgia 
Florida 


East South Central 


Kentucky 
Tennessee... 
Alaba va 
Mississippi 


West South Central 


Arkansas 
Louisiana 
Oklahoma 
Texas 


Mountain... 


Montana 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 

Utah 

Nevada 


Pacific 
Washington 
Oregon 
California 


a 


UNITED STATES 


Number « 


1936 


8 648 


471 
323 
86 
4,978 
923 
1, 867 


47 434 
38,246 
3,669 
5,519 


25 ,106 
7, 886 
1,502 
5,096 
6,553 
4,069 


8,210 
1,906 


20,114 


288 
1,321 
6,429 
1,492 

872 
2,225 
1,352 
1,385 
4,750 


7,261 


1,709 
3,361 
1,403 

788 


13 ,630 
390 
1,385 
2,311 
9,544 


3,725 


574 
326 
174 
1,124 
451 
419 
515 
142 


26 ,461 


1, 808 
895 
23,758 


160 ,589 


Data: Federal Home Loan Bank Board 


f Homes 
1935 


4,265 


287 
220 
60 
2,165 
570 
963 


24,450 
19,378 
2,430 
2,642 


11,196 
4,017 
1,779 
1, 233 
2,506 
1,661 


5,465 
1,194 
836 
1,965 
214 
317 
355 
584 


12,710 


99 
633 
3,723 
861 
574 
1,362 
748 
2,353 
2,357 


2,169 
543 
569 
759 
298 


7,281 
177 
534 
920 

5,650 


1,782 
296 
158 
236 
569 
122 
132 
227 

42 


11,660 


1,127 
269 
10, 264 


80 ,978 


or 
o 


Change 


| 
+103 
+ 64] 
+ 47 
+ 43) 
+ 130} 
+ 62 
+ 7 


+ 94 


+97 
+ 51 
+ 109 


+124) 


+ 73 
+ 73 
+ 52 
+ 63 
+ 8! 
— 4 
+102 


+235 
+215 
+491 
+ 85 
+ 164 


+ 87| 
+120) 
+159 
+151) 
+ 69 


+109) 
+ 94) 
+ 106] 
— 26 
+ 98 
+270 
+217 
+ 127) 
yee 


+127 
+ 60 
+ 233 
+131 





Total Value 


(in thousands) 


cr 





Oo 

1936 1935 Change 
$42,920 $20,747 +107 
1,278 775 + 65 
962 720 + 34 
364 224 + 63 
27,214 12,232 +122 
3,510 2,042 + 72 
9,592 4,755 +102 
195 ,812 96 ,897 +102 
145,565 70,215 +107 
20,720 13,317 + 56 
29,527 13,365 +121 
134,044 53 ,338 +151 
41,825 20,151 +108 
5,908 5,217 + 13 
29, 304 6,999 +319 
35,318 13,735 +157 
21,6 ¥ 7,236 + 200 
29 ,292 18 ,769 + 56 
7,779 4,536 + 71 
4,458 2,788 + 60 
8, 980 7,542 + 19 
4ii 502 — 18 
621 525 + 18 
3,659 1,276 +- 187 
3,384 1,599 +112 
69 ,404 40 ,997 + 69 
1,419 495 + 186 
5,116 2,363 +117 
24,650 14,728 + 67 
5,674 3,015 + 88 
3,293 1, 887 + 75 
6, 265 3,510 + 78 
4,426 1,907 +132 
3,557 6,470 — 45 
15,004 6,623 +127 
25 ,507 5,760 +343 
7,766 1, 880 +297 
12, 808 1,244 +930 
3,341 1,803 + 85 
1,891 833 +127 
38 ,220 18 ,089 +111 
1,134 424 +167 
4,196 1,473 +185 
7,906 2,736 +189 
24,984 13,455 + 86 
12,401 6 ,200 +100 
1,302 674 + 93 
943 454 + 108 
739 834 — Il 
4,418 2,570 + 72 
1,096 318 +244 
1,540 487 +216 
1,570 704 +123 
794 159 + 400 
97 ,246 41,245 +136 
5,726 2,943 + 95 
3, 367 995 +238 
88,154 37, 307 + 136 
+113 


+ 98 $644,846 $302,043 


Business Week 
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Y#- its enthusiastic acceptance 
has left us about speechless! 


The new line of Kelvinator electric wash- 

ers and ironers has gone over. And while 

we feel that these products fully deserve 

the measure of acceptance they received, 

we also feel that we owe a sincere vote of 
thanks to the dealers in the field for their good words 
— and for their orders. 

We thought we had designed and built a line of wash- 
ing machines that individually and collectively were far 
in advance of anything on the market. 

We thought that no one could honestly say we had 
merely brought out just another line. And its acceptance 
proved we were right. 


KELVINATOR, DIVISION OF NASH-KELVINATOR CORPORATION « 


Every dealer interested in electric washing machines 
should see this new line at the nearest Kelvinator dis- 
tributor’s showroom. They are well worth seeing. 

There’s new beauty and styling. There’s the new and 
exclusive Kelvinator PRESSURE-ATOR wringer and 
exclusive FIN-FLEX agitator. There’s an improved and 
simplified mechanism. The line is complete — and there 
is a real national magazine and radio advertising and 
selling program behind it. Prices are right—to meet 
any kind of competition. 

Visit your Kelvinator distributor now —and see for 
yourself why Kelvinator washers and ironers have 


stepped out far ahead. 


DETROIT, MICHIGAN 


Kaizer 


ELECTRIC WASHERS AND 


* 


IRONERS 








OF YOUR REFRIGERATOR PROSPECTS 


demand Coonomy of Creratiion! 


Almost every other home on Main Street, 
New York and Simmons’ Corners, U. S. A., 
is managed on the “Penny-Watching Plan.” 
Their owners demand the utmost in econ- 
omy plus value in every piece of equip- 
ment, every stick of furniture that goes into 
their homes. You've heard this before, and 
it is conclusively proven again in an impar- 
tial survey conducted by Carroll & Pelz for 
McCall's Magazine, and reported in Air 
Conditioning & Refrigeration News of Jan- 
uary 27, 1937. 


More than any other single feature, these 
Main Streeters are most interested in the 
Economy of Operation in the refrigerators 
they are about to buy. They can’t afford 
the waste of high operating bills. 


If you are fortunate enough to be selling a 
refrigerator with Dry-Zero Insulation, you 
will find it easy to open the golden gates of 
Main Street, because you can answer the 
BIG question in the minds of almost 50% 
.. “Will 


economical to 


of present day refrigerator buyers. 


your refrigerator prove 


run?” 





Factors Influencing R 


Purchases of 209 New y, 
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* Reproduction from Air Con- 
ditioning & Refrigeration 
News of January 27, 1937 


You can point out that Dry-Zero Insulation 
is the only non-absorbing refrigerator in- 
sulation and, therefore, is the only one un- 
affected by the moisture that inevitably 
penetrates the walls of any refrigerator in 
That Dry-Zero Insulation lengthens 
the life of your refrigerator because it saves 
the unit from the abuse of increasingly 
longer periods of operation that would re- 
sult if moisture-soaked insulation was in the 


use, 


walls. That because of these reasons, your 
refrigerator will cost from 20c to $2.00 less 
every month to operate. 


To have this complete story, write for 
copies of an interesting folder, “How Dry- 
Zero Insulation in your refrigerator saves 
cost of 


you month in 


: ” 
operation. 


DRY:-ZERO 


ENS ULATION 


The Most Efficient 
Commercial Insulant Known 


money every 


DRY-ZERO CORPORATION 


222 North Bank Drive, Chicago 
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Album for 
Prospective 
Buyers 


ITH renewed activity in bu 

ing homes beginning to mani- 
fest itself as a sign of better tim 
there is an increasing demand for the 


| “Ideas For My Home” album pub- 





lished by the Bureau of Power and 
Light of Los Angeles which is avail- 
abie as a free gift to customers con- 
templating any new construction work. 
The only obligation on the part of the 
recipient is to sign name and address. 
The album is a 36-page affair, 10 x 12 
inches in size, printed in three colors, 
with a heavy paper cover. Starting 
with a poetic quotation on the factors 
which go to the making of a home and 
a dedication by the Bureau, the book- 
let goes on to take up each of the 
rooms of a normal house in succession. 
In each case a blue print of wiring 
and outlets is shown and one or two 
pictures of interiors showing lighting 


| arrangements, air heaters, etc. A brief 
| statement of 


the convenience and 
beauty available through the use of 
electrical equipment is also presented 


| on this first page of the section de- 


voted to each room. There then fol- 
low three or four blank pages for the 
room in question under the title “Ideas 
for the Living Room” “—for the Din- 
ing Room,” “—for the Kitchen,” etc. 
Across the middle of the page are 
printed the words “Paste Pictures 
Here” and at the bottom of each page 
is a significant statement in italics, 


| such as “If you would have a friendly 
| home, where people like to come, be 


generous in planning electric outlets, 
for the labor saving help of electricity 
is renewing the lost art of entertain- 


| ing.” Or “Plan your lighting with a 


thought of the young student whose 
eyesight may be saved or sacrificed 
by your living room lighting.” The 
last page of the book is devoted to a 
statement of the availability of the 
Bureau’s engineers to advise those 
who are contemplating building. A 
small envelope pasted on the inner 
side of the front cover contains 
stickers for pasting in the magazine 
and catalogue clippings which repre- 
sent ideas that appeal to the prospec- 


| tive builder for the various rooms. 
| Correspondingly a larger envelope on 
| the inner surface of the back cover 


offers a “Safe place to keep your 
favorite house plans.” 

The booklet is usually on display on 
the counter in the Bureau offices and 
may be had on application by signing 
the card. It is intended to appeal to 
the customer whose building plans 


| may yet be in the formative stage but 


who is sufficiently interested to want 
to collect pertinent data on the new 
or remodelled home. Throughout the 
album the assumption is made that the 
first step which will be taken is the 
consultation of a reputable architect. 
“He will be interested in seeing this 
album,” advises the introductory state- 
ment, urging that the customer be sure 
a complete wiring plan is drawn up as 


| a preliminary measure before build- 


| 


ing is begun. 
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C. 1.1. Limited Recourse Plan 
Offers Way to Boost Your Volume 


You can go after more business free from 
problem of pyramiding contingent liability 





C. |. T. BUDGET PLANS TOP 
SEVERAL DEVELOPMENTS AFFECT- 
ING APPLIANCE MERCHANDISING 


The C.1.T. Budget Plans may rightly be 
called the “capstone” of several important 
developments which have affected appli- 
ance merchandising. To enumerate these: 
first of all, F. H. A. facilities were with- 
drawn. Second, C.1.T. rates to purchasers 
were reduced. Third, C.I.T. extended longer 
maturities. Fourth, many new appliances 
were approved for financing. 

And now C.I.T. dealers may finance 
radios, refrigerators, automatic heating 
equipment, ranges, electric washers, iron- 
ing machines, water heaters, dish washers, 
commercial refrigeration, air conditioning, 
room coolers, and other eligible appliances 
under the same schedule of rates. 





Why | prefer to deal with 
C. |. T.—dy a Michigan Dealer 














“In the flush 
periods prior to 
1930 it was easy 
for all finance 
companies, as 
well as banks, to 
extendcredits, 
but we have 
found very few 
companies will- 
ing to carry onin 
times of stress 
such as we have 

: experienced in 
the past several years. During this period, 
however, I found C.1I.T. willing to go the 
limit to help. 

“In the past few years C.1.T. have proved 
that they are not just a ‘fair weather’ com- 
pany, but one that can be affiliated with in 
the hard going.” 








HE new C.1.T. “Limited Recourse Re- 
Tai Finance Plan” is of tremendous 
importance to you right now as you swing 
into the refrigerator season. You'll be 
amazed—and delighted—at the benefit this 
new development in C.1.T. service will be 
to your business. 


WHAT IT IS 


3riefly, this new Plan means that leading 
refrigerator, appliance and radio manu fac- 
turers and their distributors offer through 
C.1.T. local branch service an instalment 
sales finance plan which limits your liabil- 
ity at no cost to you. 

Here’s how it works. Instead of your hav- 
ing a contingent liability that continues 
through 12, 18, or even 36 months on major 
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The C.1.T. Limited Recourse Plan is al- 
ready financing active buying of electric 
washers, water heaters, radios, refriger- 
ators, and other appliances. 


| 





appliances, you are released from your en- 
dorsement when the purchaser has paid 
C.1.T. the first four monthly instalments! 


WHAT IT MEANS 


You can see how this benefits you: under 
limited recourse plans, dealer credit re 
quirements by the finance company are 
lower than formerly. More dealers can qual- 
ify for financing service. All dealers may do 
a larger volume of business, adding to their 
capital while reducing their liabilities. 

Also: You don’t have to worry about a 
finance company discontinuing your line 
because of volume of paper outstanding. 
There is no holdback to tie up part of your 
profit. You receive 100% cash advance at 
once. Your capital remains fluid; your cur- 
rent assets increase and are not frozen 
beyond immediate reach. 

This Plan operates AT NO COQST TO 
YOU. Your C.1.T. branch will supply full 
details. 





PHONE OR WRITE FOR YOUR 


COPY OF C.1.T. PLAN 
Ask the C.1.T. branch office in your 


community about the “Limited Re- 
course” Plan. 








USE the BUDGET PLAN 


Certainly, the thing to do this Spring is 
to feature the C.I.T. Budget Plan for your 
entire line...extend it to buyers of all 
kinds of home equipment. 














THE ARGUMENT THAT CLINCHED THE SALE — by Agnew — 
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FAMILY? WHY 
NOT GET A 
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GOT HER ELECTRIC || 


OH, YES MY NEIGHBOR) 
WASHER ON | 

















Time is money ...so save both by concen- 
trating all your financing into one simpli- 
ied account with C.I.T. 

Your responsibility for “dealer service” 
does not end with the cessation of your 
finar ponsibil brought about by 
Glee Limited Recourse.” 

“W) hould I bother with service when 
I'm not responsible any longer?” a dealer 
ask Here’ mv answel 

I ! msib of a reputable dealer 


doesn’t end with the sale of an article 
whether said article was sold for cash or 
on deferred payments. You must not onl) 
you must keep it 
old—and keep your customer satisfied, 
otherwise uu won't sell anything ever 
again to that particular customer 


If you wish t 


mercnandise 


» build friends in your com 


munity—and get your share of “word of 
mouth” sales so important to your success 
you must “service” your merchandise for 
the duration of its guarantee. Don’t take 
tne siackKer s path of careless indifference 
stick to your job of maintaining “Pur- 


chaser Good-Will” and it will pay you. 


C. |. T. CORPORATION 













BUT A REFRIGERATOR 
IS A LIFETIME INVESTMENT || 






















EVERY MONTH ON FOOD 











AY BY THE MONTH 
YOU'LL BE SAVING 


THAT'S SO. 
BUT, MY 
HUSBAND 
DOESN'T LIKE 
INSTALLMENTS 





THEN IT 
MUST BE 
A GOOD 
WAY TO 
BUY 


MILLION 


PEOPLE USE 


C. I. T. Advertising wins 
new friends for you 


In the Saturday Evening Post, Collier's, 
Time and large city newspapers across the 
continent, C.1.T. is printing friendly mes- 
sages on the story of instalment buying. 

This good-will advertising is as valuable 
to C.1.T. dealers as their own. It tells all 
about the C.1I.T. Budget Plan and how auto- 
matic heating, refrigerators, radios, and 
other household appliances may be acquired 
on the “easy payment plan” by the aver- 
age family. 

Dealers like to put business through 
C.1.T. because their customers have con- 
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OF COURSE-HERES 
WHAT THE BIG MODEL 
FIGURES 
"LL TAKE 
IT— 1 KNOW 
WE NEED 
THE BIGGER 





fidence in C.1I.T. and appreciate all that 
C.1.T. has done and is doing to make the 
good things of life available to everybody. 
The systematic advertising which C.I.T. 
does backs up a service that has been tested 
and approved by Mr. and Mrs. Consumer. 





Combination Sales... 
A selling convenience 











C.1.T.’s terms simplify and aid the sale of 
two or more acceptable articles to one cus- 
tomer, in combination. A single C.1.T. con- 
tract is all that is required. This is oftena 
great convenience both to customer and 
dealer. And here’s an important selling 
point: the term of contract on a combina- 
tion sale is determined by the appliance en- 
titled to the longest maturity. For instance, 
a radio entitled to 16 months and a re- 
frigerator to 36 months—sold together get 
the 36 months’ maturity. 


QUICK, PERSONALIZED SERVICE 
THROUGH YOUR LOCAL C.I.T. BRANCH 
““At your service” are a total of 160 C.I.T. 
offices — throughout the country — one in 
every important trading area of the United 
States. Through these local C.1.T.’s you 
secure on all your instalment sales that 
quick, personalized service that C.1.T.'s 
organization makes possible. Every C.1I.T. 
office is manned by an efficient staff who 
know conditions in your local market. No 
dealer need fear interruption of C.I.T. 
service because of local or regional dis- 
turbances....There’s sure to be a C.1.T. 
office near you. Get acquainted with it! 


NEW YORK + CHICAGO - SAN FRANCISCO 
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Appliances 
take to the ROAD 


If you don’t think the trailer 
is going places in selling as 
well as living—take a look at 
these live wires! 


: 


, 


-  -—- - 





Bakersfield Hardware Co., Frigidaire distributor, displays its new trailer. Left to right: 
George B. Crome, owner; Harold Baker, manager, Frigidaire Dept.; Glen Piland, out-of- 
town appliance salesman and Fisk Harlow, owner. 


FAIRBANKS-MORSE ‘CONSERVADOR 
Electric Refrigerators & Radios 
Hate! - Kitchen and 
Restaurant Supplies 


20. (rx 


‘E., win 
4 1 FAIRBANKS-MORSE 
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|Above) Wimberly & Thomas, distributor of Fairbanks-Morse products, use this travel- 

ng display to get dealers and also to boost sales for these dealers and its own Bir- 

mingham retail store. 22 new dealers have been added since. putting this trailer on 
the road, and business has shown a 300 per cent increase. 





(Right) Reno, Nevada, housewives enjoyed a showing of "Three Women" in one of the 
Principal theatres of the city, then visited the G-E trailer kitchen, parked across the 
street. 





This G-E Sales Coach was a great help to W. A. Nichols, district specialist, in securing 
twenty-nine new G-E Home Laundry Equipment dealers in 27 New York and Pennsyl- 
vania towns. 








Touring kitchen coach designed to house small cooking schools of eight to ten house- 
wives at a time, scheduled to travel throughout Idaho Power's rural territory this 
summer. 


San Joaquin Light & Power Company's kitchen coach has recently been transformed into 

a rolling Better Light-Better Sight lamp display, to bring the story of Better Light to 

the public and to dealers, many of whom made their first acquaintance with 1.E.S. 
lamps through this exhibit. (Below.) 













. 
RADI -FABMS COTTAGES Boats 
AMP TRALEWS FLOOD LIGHTS £7 






(Left) Mounted in a special compart- 
ment in rear of salesmen's automobiles, 
Briggs & Stratton Corp., is sending a fleet 
of special demonstrator cars on tour of the 
country to familiarize dealers and farmers 
with advantages of a 6-volt, 200-watt 
""Power-Charger.” 


(Below) Here are five of the new Estate 
motor trailers which are being used very 
widely by Estate Stove salesmen this year. 















FAIRBANKS-MORSE 
ORTHO-CLIME 
UNIT ROOM COOLER 


® No piping—no water connections. 


®@ Cooling capacity—10,000 B.T.U.’s per 
hour, which is a cooling effect equiva- 


lent to 1665 pounds of ice per day. 


@ For rooms in homes, hotels, stores, 


hospitals, etc. 


The Fairbanks-Morse line also includes 
central station plants, each engineered for 
the size of the job it is to do. Each provides 
complete 6-point air conditioning: cooling 
and dehumidifying in summer; heating 
and humidifying in winter; circulating 


and cleansing all year. 




















Lr YOU want to get into the 
air conditioning business, act now. Tomor- 
row may be too late. Good franchises are 


being snapped up fast. 
$ 


SOMEONE WILL SELL YOUR CUSTOMERS 
UNIT ROOM AIR CONDITIONERS— 
Why Not You? 


The contacts you have established in the refrigerator 
business are prospects for this Fairbanks-Morse Room 
Air Conditioning Unit. You don’t have to create an 
engineering staff to handle it. You add little or 
nothing to your present sales and service expense. 
There are no ducts to build. No pipes. No water 
connection. No engineering problem for you to 
solve. Just back it up to a window, plug it into the 


proper light circuit, and snap on the switch. 


GIVES YOU THE EDGE ON COMPETITION 


The Fairbanks-Morse Room Air Conditioning Unit 
offers more cooling capacity per dollar than other 
similar units. It provides complete summer air con- 
ditioning. It cools, dehumidifies, cleans and circu- 
lates air. Entire mechanism is enclosed in an all- 
metal cabinet handsomely finished in hand-rubbed 
American walnut. Its operation is quiet. You can 
hardly hear it run. 

Backed by Fairbanks-Morse and 107 years of ex- 
perience in adapting scientific principles to practical 


application. 


A 3c STAMP WILL BRING DETAILS 


Get complete information on what may be the best profit oppor- 
tunity ever offered you. You can be the judge of that when you 
get the details. Write for Bulletin 3821. Address Fairbanks, 
Morse & Co., 900 South Wabash Avenue, Chicago, Hlinois. 
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Salaries 


for Salesmen 


P to 1934, J. F. Loefler, 

heads the electrical department 
of Dils Brothers & Co., Parkersburg, 
W. Va., had been going along with the 
rest of the industry in that he paid 
his sales force on a commission basis, 
Their “take” was 12% on every major 
appliance sold. Fair enough, but most 
of them wouldn’t ring door bells long 
enough to establish a satisfactory list 
of good prospects. Result of it was 
that his personnel turnover was a 
serious problem and training costs 
were high. 

That year he put on four outside 
salesmen, paid them $15.00 per week 
in addition to a 5% bonus on every 
major appliance sold. 

They were free from floor duty as 
the manager, an inside salesman and a 
young lady handled those duties. The 
latter two were paid a straight salary. 
Their sales meant added income for 
the outside men as a 5% commission 
on major appliance sales was handed 
to them. 

Since inaugurating this remunera- 
tion system the original four salesmen 
are still on the job and making a liv- 
ing. Pleasant to the financial depart- 
ment is that the direct selling costs 
have been reduced from 12% to 
10.1%. 

In 1933, realizing the value of 
meter-selling, the salesmen began tell- 
ing housewives that they wouldn't 
miss 15c a day while paying for a 
retrigerator. 

Whether this was the sole reason 
not, the electrical department of Dils 
Brothers boosted their refrigerator 
sales 600% over 1932. 

3elieving in sticking with a winner, 
advertising and sales talks have been 
built around that theme ever since. 
As a result refrigerator sales have in- 
creased each year and of all sales 
made, 60% are delivered with n 
money down and the balance met by 
the housewife through saving a few 
cents daily. 

The remaining 40% of the refrig- 
erator volume is about equally divided 
between cash sales and monthly term 
contracts. Since 1933 this firm has 
carried both meter-plan paper and 
monthly-term contracts for 6% per 
annum. 

Not taking undue risks, the efficient 
credit department thoroughly investi- 
gates the financial setup of each pros- 
pective time-buyer. Demonstrating the 
effectiveness of their ableness is the 
record to show that repossessions have 
been reduced to one-half of one per 
cent. 

Mr. Loefler has two men to handle 
all service work. He has learned that 
this end of the business costs 5.1% 
his gross profit. 

Quite characteristic of the refrige: 
tor picture nationally are the records 
of this company. This year’s 
frigerator volume (unit sales) has 
been running slightly more than 12% 
over last year, but the average selling 
price per unit sale has been reduced 
from last year’s $192.00 to an average 
of $171.00. 
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. .» Ihe Crosley SHELVADOR Alone 


Offers This EXTRA USABLE SPACE 


Make This Startling Visible Demonstration 
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THIS MUCH MORE 
THE CROSLEY SHELVADOR 


EXCLUSIVELY IN 


The Crosley Shelvador offers the buyer more usable 
food storage space than any other electric refrigerator 
on the market . and you can prove tt conclusively 
right on your sales floor! 





In the illustrations above showing this dramatic 
demonstration, the whole tableful of food—48 pieces 
in all—is placed first in an ordinary refrigerator, filling 
up all the normally used shelf area. Then all this 
food is transferred to the Shelvador, which takes 
every piece of it without excessive crowding. 

What more powerful and convincing sales argument 
can be offered for any refrigerator than such a dem- 
onstration! . . . particularly when it is backed by: 
1. MORE BEAUTY; 2. MORE CONVENIENCE; 
3. MORE ECONOMY; 4. MORE ACCESSIBILITY 
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and offers such selling features as the sensational 
Klectrosaver, the Stora-drawer, new tilting shelves, 
special removable shelf section, spacious Crosley 
Crisper, Built-in Thermometer, 18-point temperature 
control, and a dozen others. 


It’s going to be tougher than ever to sell against the 
Crosley Shelvador in 1937 . . . and easier than ever 
to sell the Shelvador. Alert dealers who know 
refrigerator value and are familiar with public demand 
are enrolling under the Crosley banner and assuring 
themselves of the greatest year in their history 
with—THIS MUCH MORE EXCLUSIVELY IN 
THE CROSLEY SHELVADOR. See your Crosley 
Distributor for complete details of the Crosley 
Franchise. 


THE CROSLEY RADIO CORPORATION, Cincinnati - POWEL CROSLEY, Jr., President 


Home of “‘the Nation’s Station’ —WLW—70 on your dial 





THE CROSLEY SHELVADOR. 
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. . Patented, Exclusive Feature 
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MORE BEAUTY ¢ MORE ECONOMY © MORE CONVENIENCE ¢ MORE USABLE SPACE @ MORE ACCESSIBILITY 















MODEL HB5-71—Food storage capacity 7.1 , DELUXE MODEL HL5-71—Net capacity 7.1 

cubic feet (N. E. M. A. Rating), total shelf area } cubic feet (N. E. M. A. Rating), shelf area 16.77 | 
16.77 square feet, 6 shallow and 1 deep ice cube square feet, 7 ice cube trays with a total capacity 

trays with a total capacity of 168 ice cubes in one of 168 ice cubes. Features include: Shelvador, 

freezing. Features include: Shelvador, New ai new Electrosaver Hermetic Unit Model T-5 with 4 
Hermetic Unit Model T-5 with large double- we ca large Double-section Still Air Condenser. 18- - 


section Still Air Condenser, Float Valve, Freon 
F-12 Refrigerant, 18-Point Temperature Control, 
Built-In Thermometer, Hinged Shelf, Chromium-Plated dull finish 
door to Fast Freeze Cube Compartment, Porcelain Interior with Acid- 
Resisting Porcelain Bottom, beautiful Dulux Exterior, Chrome finish 
hardware. Automatic Interior Light. Quick-acting Ice-Tray Release. 
Dimensions: 587%” high, 3314” wide, 2914" deep. 


point Temperature Control. Built-In Ther- = 


mometer. 5 all Flat Wire Shelves, 2 Hinged 

Shelves, Bottom Shelf has Removable Section, bright Chrome Satin 
Finish Door to Fast. Freeze Cube Compartment, 3 Crosley Shelf Jars 
and Covers, 6 Red Beetleware Dessert Cups, Crosley Crisper, Stora- 
drawer, Porcelain Interior with acid-resisting porcelain bottom, 
brilliant white Dulux Exterior, bright Chrome hardware with Blue 
MODEL HB3-71—Same as above excepting Standard Q3 type Com- Inlay. Automatic Interior Light. Quick-acting Ice Tray Release. 
pressor Unit. Dimensions: 587%” high, 3314”’ wide, 2914” deep. 


Other Standard Series HB Shelvador models avail- qot® 
able: Model HB1-30, 3.0 cu. ft.; Model HB1-31, “a 

3.16 cu. ft.; Model HB1-36, 3.6 cu. ft.; Model 
HBI1-41, 4.1 cu. ft.; Model HB1-50, 5.07 cu. ft.; 
Model HB1-60, 6.0 cu. ft. All HB models also ' 
available with Standard Q3 type Compressor Unit. %, 


Lv Other De Luxe Shelvador Models available: 
4, Model HL5-43, 4.3 cu. ft.; Model HL5-50, 5.03 
cu. ft.; Model HL5-61, 6.1 cu. ft. All De Luxe 
Shelvador Models have the Crosley ELECTRO- 
SAVER, the sensational T-5 Hermetic Unit with 
Double-Section Still Air Condenser. 
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CROSLEY ELECTROSAVER aa Tien 
red Heetteware com FEATURED IN DELUXE seomaearn 


for quick freezing of 


salads and desserts MODELS . . Removable bottom shelf sec- 
* « » Summed up in one 


tion to accommodate roasts, 
word, “ELEC STROSS A\ ER”’, all the years turkeys, etc. 
of earnest study, superior engineering skill 
and tireless experimentation combine to 
bring worthwhile savings to every Shel- 
vador user. The new Crosley T5 Her- 
metic Unit is a marvel of efliciency and 












its exceptional operating economy, its Key-type, quick- Fitting, stuives 
i P ie » P orf, ” ing ice oO perm greater 
a oe long life and quiet depe ndable px rform ac ae ee tray shaven af can 
refrigerated compart- ance, represent the highest possible value _ articles 
ment for storing bulky 


in electric refrigeration today assuring 
enthusiastic customer satisfaction. 


foods. 
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Built-In Ther- 
mometer gives 
visible proof of 
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safety zone food 
compartment tem- 
These features distinguish the Crosley Elec- peratures 
trosaver: Non-toxic Freon refrigerant . . . 
economical high side float expansion sys 
18-Point Temperature Control. Radio-type tem ... high reserve capacity, resulting in 
illuminated dial provides faster or shorter running time, faster freezing and 
slower freezing speeds as desired. greater ice-making capacity, 

















of the CROSLEY ELECTRIC REFRIGERATOR 
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Good Housekeeping 
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Institute 
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New, Smart Beauty 
—A Style Leader 


Durable 


Gives Years of 
Dependable Service 


CVicient 


Cleans the Home 
Thoroughly and Economically 


THE P. A. GEIER COMPANY Cleveland, Ohio 
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ERE are two studies on costs 
of operation of electric cooking 
and electric home heating made in two 
widely separate districts of the Pa- 
cific Coast. Figures are given in 
kw.-hr, as well as in terms of actual 
bills, so they may be applied to other 
sections of the country as well. 

The first is a study with separate 
meters of electric range operation costs 
made by the Washington Water 
Power Company and furnished to sales- 
men and dealers on their lines to en- 


able them to combat any hesitation on 
the part of the customer resulting from 
a mistaken idea that the cost of elec- 
tric cooking is high. The column of 
costs in dollars and cents is of course 
based upon Washington rates, but can 
readily be interpreted in terms of local 
conditions for any 
country. 

The second of these studies covers 
the subject of the electric heating of 
homes and was made by the South- 
ern California Edison Company, us- 


section of the 





COSTS OF ELECTRIC COOKING IN 38 HOMES 


Monthly Monthly 
Total Units Units Monthly 
(Kw.-hr.) (Kw.-hr.) Actual 
Used on Used on Electric 
House Range Cooking 


Size of Family Meter Only Costs 
3 adults, company for 2 weeks, baking 103 84 $2.52 
3 adults, 1 child 70 45 1.35 
2 adults 105 50 1.50 
2 adults, 2 children use well above normal 
and canning 192 118 3.04 
3 adults.. 126 53 1.59 
3 adults : 170 65 1.67 
2 adults, 3 or 4 boarders 164 98 2.72 
2 adults, infant 270 87 1.74 
6 adults 201 81 1.84 
2 adults, use oven frequently, bake own 
pastries, many oven meals 134 70 1.66 
3 adults, maid, 2 children 448 154 3.08 
3 adults, 2 children 243 135 3.04 
2 adults, 1 child, company every Sunday 183 83 2.08 
2 adults, 4 children 103 49 1.47 
3 adults, use liberally 116 82 2.46 
2 adults, 1 child... 86 48 1.44 
5 adults, 2 children, use liberally 238 109 2.31 
3 adults ; nee 176 53 1.25 
2 adults, 2 children 201 99 2.38 
2 adults, 1 infant... 192 72 1.66 
2 adults, I child... 106 38 1.14 
2 adults, 2 children 84 42 1.26 
2 adults, maid, infant. . 206 98 2.30 
3 adults, 2 children 194 102 2.54 
2 adults, maid, child, entertaining, can- 
ning anal ep : 226 86 1.74 
2 adults, 2 children do all own cooking and 
| PS ‘ 3 ; 116 60 1.80 
2 adults (elderly), do all own cooking 44 29 .87 
2 adults, 2 children do all own baking, 
canned 160 qts. beans 193 103 2.58 
3 adults, use freely. . 180 69 1.69 
cdc oiteccns 82 62 1.86 
2 adults, I child... 180 62 1.48 
4 adults, use freely, warm 2nd dinner 
nightly...... 164 100 2.78 
2 adults, 1 child. 92 64 1.92 
2 adults, 1 child... 107 43 1.29 
2 adults, 2 children ; 134 70 2.10 
3 adults, 3 children, guests 3 or 4 times 
mo.... 189 90 2.23 
OO eee 161 79 2.18 
2 adults, 1 child. 73 47 1.56 
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How Much Does I: 


Cost To} 








! Operate 


32 electrically heated homes on 
their lines in southern California as a 
sis. Results were distributed in con- 
se form to dealers and heating spec- 


ilists. 





Homes were divided into two groups 
—insulated and non-insulated—and the 
figures show the saving of cost due to 
idequate insulation, as well as the 
average annual cost of heating, and the 
innual use per kilowatt of connected 
load to be anticipated by the power 
company. 

Average figures for the two groups 
follows: 


Group Group 
“ A ” “ B ” 
16 16 
In- Unin- 
sulated sulated 
Homes Homes 


Average size of home: 
Number of homes 8.7 8.7 
Number of bath- 
rooms 2.6 2.3 
Average kw. con- 
nected load: 


Range.... 9.6 9.3 
Water heater 6.3 5.9 
Heating. .. 34.0 32.7 

Total kw 49.9 47.9 


Annual kw.-hr. for 

hear per home 4,562 8,223 
Annual kw.-hr. per 

kw. heat con- 

nected : 134 252 


It is obvious from the above that 
nsulation will save forty-five per cent 
f the heating cost—in this case about 
3,661 kw.-hr. per home annually. At 
4 power rate of 1 cent per kw.-hr. this 
neans a saving of $36.61 annually, 
innual heating costs averaging $82.23 
for the non-insulated home and but 
$45.62 for the home with proper in- 
ulation. Costs of insulation average 
from $10 to $50 per room, or from 
$80 to $400 for the 8-room house 
which has been used in this study. 
Heating cost savings will therefore 
pay for such insulation in from two 
to eight years. In some cases of 
course, savings can be made as well 
lue to the smaller connected load re- 
quired to serve a well insulated house. 
This has not been taken into con- 
sideration in the homes studied, where 
the installation was actually larger in 
the insulated homes than in those not 
so equipped. 
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MAIN STREET 
CIRCLES THE GLOBE 


Each week most of your Best Customers follow TIME news 


around the world. They travel on shopping streets all the way. 


Alongside the news of the world in TIME, the advertisements 
tell TIME readers what’s new and worthy in the marketplace. 
And because TIME carries weight this advertising news of the 


products you sell also carries weight. 


For more business from your Best Customers, more Best- 


Customer business, display TIME-advertised brands. 


TIME 


The Weekly Newsmagazine 
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Electrical Products 
Advertised in Time 


Belden Electrical Cords 
Crosley Radio and Tubes 
Crosley Shelvador 
Electrimmer—Hedge Cutter 
Emeralite Lamps 
Frigidaire 
General Electric 
Clocks 
Dishwasher 
Disposall 
Edison Mazda Lamps 
Electron Tubes 
1.E.S. Better Sight Lamps 
Mazda Lamps 
Radio and Tubes 
Grunow Radio 
Hanovia Alpine Sun Lamp 
Hoover Cleaning Ensemble 
Kelvinator Household Appliances 
Philco Radio 
Radiobar with Philco 
RCA Victor 
Phonograph-Radio 
Record Player 
Robbins & Myers Fans 
Servel Electrolux 
Refrigerator 
Telechron Clocks 
Toastmaster—Waffle-Baker 
Western Electric 
Westinghouse 
1.E.S. Better Sight Lamps 
Mazda Lamps 
Radio 
Zenith Radio 


This list does not include adver- 
tising in Time of air condition- 
ing produets, electrical business 
machinery, etc. 
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12,250,000 ABLE-TO-BUY FAMILIES 
\ WILL KNOW ABOUT THESE TIMELY SELLERS 







$15.50 HAND CLEANER FREE with tuis 
WESTINGHOUSE MOTOR-DRIVEN BRUSH CLEANER 
ALSO 3 ROLLS OF KVP DUSTING PAPER FREE 


























An offer to bring the housewives running 
to your store —a special limited offer to 
put action into your cleaner sales. 

Be ready to meet this keen buy er interest 
—and remember, this is the most widely 
advertised cleaner offer 
of the year. Hitch to 
this power-program 
for profits. 

KVP Dusting Paper 
is regularly used in mil- 
lions of homes because 
it cleans and polishes 
in one operation. The 
three large rolls in- 
cluded FREE with 
this offer are a year’s 
supply in the average Here is the ad that flashes this offer 
household. to millions of families — through Joca/ 
newspapers. 






















Again the 
6 FREE TEA TOWELS 


with Streamline Iron 








When Westinghouse deal- 
ers talk ‘“‘economy of oper- 
ation”’ they don’t deal in 






a headline promotion that smashed sales theory or ‘vague claims. ¢ 
records right and left! We can’t stop it now They have the evidence 
so get aboard for another quick-profit to back it up. And it’s 
ride. m VED 

Advertised to 12,250,000 families through RISCHEN-FRO " 


EVIDENCE! Not labora- 4 
tory data! Not showroom 
performance — but solid 
facts drawn from 623 
CERTIFIED TESTS IN 89 PROVING KITCH- 
ENS UNDER ACTUAL HOME CONDITIONS. 

And that’s not all. Low-cost operation won for 
Westinghouse the LARGEST SINGLE ORDER ; 
FOR REFRIGERATORS EVER PLACED. In one 
purchase by the U. S. Public Works Administration 
Housing Division, 16,697 Westinghouse Refriger- 
ators were bought on a basis of LOWEST 10-year 
cost, bids including guaranteed figures on current 
consumption. There’s an economy story that no 

customer can overlook. 

3 APPLIANCE SPECIALS Here are two good reasons why Westinghouse 
dealers are GOING PLACES in 1937. If you want 
lar items specially priced for a more information, write Dept. 753, Westinghouse, 


AND SENSATIONAL limited-time offer. Mansfield, Ohio. 
NEW BROILER-GRID Quick profit on fast turnover! 


color ads in American Weekly, This Week 
and supplementary newspapers. 















ROASTER 
<A 





_ > 





More action! these three popu- 





Color ads to millions send house- fo 
The most practical broiler unit on wives to Westinghouse retailers, 
the market combined with a flat ready to buy. 
© > ? 
grid for frying and surface cook- Here are the smaller sales units 
ing--a double purpose unit, 


unique in the field. that appeal to the masses — build 


| Advertised to millions through store traffic — with complete re ¢ 
American Weekly, This Week and tail merchandising hook-up. kK I Ps 


supplementary newspapers. 
















estinghouse 2.72... 
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VALUE. beyord descriplion or piclune 


OFFERED TO MORE THAN 12,250,000 FAMILIES 


We can’t do justice in word or picture to this remarkable 
value at a remarkable price. It’s new in the laundry 
equipment field. 

For you—it brings extra prospects—a chance to 
build extra volume carrying a better net profit. 

We've backed it to the limit with big, colorful advertis- 
ing, attracting droves of prospects to your store. 

Ask your Westinghouse representative: 
1. How many of these Model ““X” Washers can I get? 
2. When does the first color ad appear? 
3. How many families in MY market will it reach? 

Remember, it is a Special Promotion a 


SPECIAL OFFER 











Westinghouse monet “x” washer 


i BETTER FOOD PROTECTION 
Kitchen-proved 

Food kept safely for days be- 
yond any average requirement. 


9 GREATER CONVENIENCE 
Kitchen-proved 


With Triple Food S , Tripl a 

aces tae a WITH THIS RANGE 

FULL POWER — 
Kitchen-proved T H S P LAN 


Unit averages less than 15 min- TH | S 
utes per hour running time! 


FASTER FREEZING ADVERTISING! 


Kitchen-proved 
Under normal kitchen condi- 
tions with complete food load. 


GREATER ECONOMY 
Kitchen-proved 

Daily operating cost is only 

little more than postage stamp! 














The electric range has just started its long, profitable period 
of volume selling. Get your share of this ever-increasing 
market! The new 1937, 10-model Westinghouse Range line 
is built on nationwide “Kitchen-proved”’ performance . . 
and backed by the most comprehensive array of field-tested 
sales training and selling helps ever offered —plus consist- 
ent national magazine advertising to 9,500,000 American 
families. Your distributor will gladly show you proof of 
Westinghouse Range owner enthusiasm and the success- 
ful methods used by top notch Westinghouse Range retailers 
and salesmen. Ask for complete details today! 





ELECTRICAL MERCHANDISING—MARCH, 1937 











Electrical 


Vol. 57 


Publication Office, 99-129 North Broadway, Albany, N. Y. 
Editorial and Business Offices, 330 W. 42d St., New York, N. Y. 
HOWARD EHRLICH 

Editor Vice-President 


L. E. MOFFATT 


LAURENCE WRAY, Managing Editor 
HARRY PHILLIPS, Art Director. 


FRANK B. RAE, JR., Contributing Editor 
TOM F. BLACKBURN, Chicago Editor, 520 N. Michigan Ave. 
CLOTILDE GRUNSKY, San Francisco Editor, 883 Mission St. 


MARCH, 1937 





ANNA A. NOONE, Home Appliance Editor 


No. 3 


H. W. MATEER 
Manager 


MARGUERITE COOK, Market Analysis 








Chiseler versus Chiselee 


We never could quite understand how or why 


h is committed jointly 


it is that, in a fault whic 
by two people, one is always assigned the part 
of the Traveling Salesman and to the other the 
part of Our Nell 

Chus, if a venal legislator wangles a bellyful 
of guinea hen and chablis out of the ennuied 
representative of a manufacturer or utility whose 
property is being kicked around for tront-pag: 
political publicity, the man on the private pay 
roll becomes a despicable “lobbyist” and the man 
with all four feet in the tax-filled trough becomes 
a sanctimonious innocent who has been seduced 
by “special privilege.” The mother of four is 
“led astray” and violated by the butcher boy. The 
guy who buys “queer” to shove on unsuspecting 
merchants is the dupe of unprincipled gentry of 
the underworld. 

This same inexplicable mental quirk seems to 
apply in the case of appliance price chiselers. 
Let anyone secure a special discount or inside 
price, and he is stygmatized as a very low grade 
of citizen. But how about those who grant the 


g 
special discounts or accept the inside prices? Are 
they haloed innocents? Not as we see it. 

For every chiseler there must be a chiselee 


For every buyer who gets a price concession 
there must be a seller who grants a price con- 
cession. Both are tarred with the same stick 
Ihe Good Book says that “it is more blessed to 


give than to receive.” If we accept this philosophy 


literally, there must be a large group of appliance 


Rail ’ hI ’ 
ealers who are very blessed indeex 


Tendency Toward Technicalities 
When an officer 


of the Signal Corps United 
states Army, who has 


listinguished himself by 
adding materially to the effectiveness of military 
communication, begins to talk about humu 
humumukumukuapuaa, one wonders what is caus- 


ing the static and what may be done about it. 

Later one learns that this double portion of 
verbal blubber is the correct technical appelation 
of a Hawaiian piscatorial delicacy—in other 
words, a poor fish. Our friend, the communica- 
tions engineer, might just as well have said fish 
in the first place, but no, he had to say humu- 
humumukumukuapuaa. He is one who deals in 
technical precision 

The incident is recalled by the fact that there 
appears to be a tendency back to unnecessary tech- 
nicalities in appliance sales talk. The jargon used 
by clerks in a radio department, the stuff spilled 
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in the department where they are selling sight 
saving lamps, in the washer, ironer and range 
departments, the vocabulary of the laboratory and 
of the research engineer is bandied about with 
abandon, 


To the detriment of the cash register. 
z 


The Fearsome Farmer 


A recent news issue of Electrical World re 
ported data on rural electrification projects in 
process whose objective is something over 96,000 
farm customers and a very substantial number 
of hamlet homes. The amount of electrical mer- 
chandise which these new back-roads customers 
will presently absorb runs into dollar figures that 
closely resemble Congressional appropriations. 

As one scans the news of these developments 
and talks with those who must peddle the mer- 
chandise involved, it is a matter, first of wonder- 
ment and then of concern, that the trade seems 
to approach a simple merchandising problem with 
fear and trembling. For some reason the farmer 
is looked upon as a different species, not ruled 
by the desires and needs of urban folk. Pure 
tosh! The farmer is just lige anybody else, only 
more so. He’s slower to sell, but not harder. His 
home equipment standards are identical with 
those of any small town home. His power needs, 
around which a smoke screen of mystery has been 
blown, are quite simple when you take a good 
look at them. 

The farmer is nothing to be afraid of—he is 
something to make money out of. 





LETTERS 











Misleading Advertising 


The following is a copy of a letter written 
by Samuel Vineberg, Manager-Secretary of the 
Electrical League of the Niagara Frontier to 
O. C. Small of NEMA: 


Mr. O. C. Small 

National Elec. Mfrs. Assn. 
155 East 44th Street 

New York City 


Dear O. C.: 

Last night I had the pleasure (?) of listening 
to the Ice Industry program in the interest of 
household ice refrigeration. I must say I was 
somewhat amazed that such misleading adver- 
tising would be carried by the National Broad 
casting Company and I do not like to see 
statements made during that program go un 
challenged. 

Unfortunately, I do not take shorthand so | 
haven’t the actual wording of the announcements, 
but I do remember that several times during the 
program the statement was made that ice refrigera- 
tion alone offers air conditioned food protection, 
and further that the air in an ice refrigerator is 
continually washed (presumably by melting ice), 
and that it is always fresh and healthful. 

[ believe that the National Electric Manufac- 
turers Association is the proper organization to 
take such steps as are necessary to stop this flag- 
rant violation of honest advertising. I believe 
further that the American Society of Heating 
and Ventilating Engineers should be called upon 
to bring pressure to bear in our favor as well, 
because the term “air conditioned” is used over 
and over again and that Society has established 
a definition of what air conditioning means, and 
if the public gets the idea that merely the melting 
of ice provides air conditioning, then all the good 
they intend to do in promoting a public under- 
standing of air conditioning as they see it, will 
be undone. 

Will you please start the ball rolling to prevent 
a repetition of this kind of program? I am send- 
ing a copy of this letter to local electric refrigera- 
tion men and to managers of other electrical 
leagues. 

SAMUEL S. VINEBERG, 
Manager-Secretary 
Electrical League Niagara Frontier 


Buffalo, N. Y. 





“Never mind trying 
to get that fight, 
Henry — I'd rather 
listen to the one up- 
stairs’ 
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ET READY for a big buying year in 

1937. A country that thought it was 

flat on its back is now very much back on 
its feet and going places. 


Well up in the list of intended purchases are 
radios, refrigerators, automatic heaters, 
appliances that promise to be the targets of 
mass-buying on the deferred payment plan. 


With Commercial Credit Company financ- 
ing you can be sure of closing a higher 
proportion of sales. Intensive national ad- 
vertising is telling millions of buyers the ad- 
vantages of Commercial Credit Company’s 





COMMERCIAL CREDIT COMPANY FINANCING 


liberal terms and low cost. Buyers have 
confidence in the integrity and reliability 
of the time payment plans of this twenty- 
five year old nationally known service. 


Commercial Credit Company service gives 
dealers fullest protection against loss from 
failure to complete payments. An experi- 
enced, smooth working credit investigation 
and collection system, operated through 
178 local offices in principal cities of the 
United States and Canada assures you the 
cream of the business, prompt remittances, 


and freedom to concentrate on your sales. 


COMMERCIAL CREDIT COMPANY 


COMMERCIAL BANKERS 
CONSOLIDATEO CAPITAL 





HEADQUARTERS: BALTIMORE 
AND SURPLUS $60,000,000 











' FINANCING SERVICE FOR MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH 178 OFFICES IN THE UNITED STATES ANS CANADA 
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IF SHE WANTS PROOF — 


Cast-aluminum rotor 
An indestructible pressure casting that 
cannot become open-circuited or burn out. 
ig « haracteristics are superior and 


affected by years of service. 


Rubber mounting 
Scientifically designed rings of springy 
solate motor vibrations—-oper- 


ation of the motor is almost inaudible. 


Reliable starting switch 
Always ready to start-—-tested by more 
than a million operations. Positive-acting, 


quiet, and rustproofed to give long life 
Quiet 
Well suited to home use because it does 


not interfere with radio reception. 
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84 PER CENT SAID 
“GENERAL ELECTRIC” 


In a recent impartial survey, 
electric-appliance dealers and 
department stores were asked: 


“What makes-—-or brands —of 
motors, in your opinion, would 
make it easier for you to sell 
appliances ?” 


General Electric was named by 


WE a prospect really wants an 
appliance but isn’t quite sure which 
make to buy, the mention of the high-quality 


electrical features of the appliances you sell 
will often decide the sale in your favor. 


G-E motors give you this strong sales point. 
They have an enviable service record, and 
mentioning them may be enough to decide 
prospects in favor of your appliances. If 
some ask why these motors are better, tell 
them about the cast-aluminum rotor, the 
rubber mounting, and the reliable starting 
switch. And remember that these are only a 
few of the many superior points. 


The reputation of G-E motors, added to the 
other favorable features of the appliances 
you sell, goes a long way toward changing 
prospects into customers. Many appliance 
dealers already know that G-E motors are 
a definite sales aid. 
Note what they say 
about it, at the left. 
General Electric, Dept. 
6A-201, Schenectady, 
New York. 


G-E MOTORS 
pass ALL rests 
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E.E.1. AND NEMA BEGIN JOINT DRIVE | 
ON ELECTRIC WATER HEATERS 


Maxon, Inc. Appointed to Head | 


Advertising and Promotion For 
'37 Campaign 


CHICAGO, ILL.—With the appoint- 
ment of Maxon, Inc., to direct the ac- 
vity, plans have been completed by the 
Edison Electric Institute and the elec- 
tric water heating section of the National 
Electric Manufacturers Association 
(NEMA) for an intensive promotion to 
secure broader public acceptance of elec- 
tric water heating for utility companies 

1937. 

The program is the first planned na- 
tional drive ever undertaken on electric 
water heating on a cooperative basis 
among manufacturers, and is the direct 
result of the amazing advances which 
this comparatively new electrical appli- 
ance has made during the past few years. 
Sales of electric water heaters reached 
1 total of 104,000 in 1936, an increase 
of 48 per cent over 1935, and a survey 
of the field reveals that utilities serving 
mme 10,000,000 domestic customers now 
have rates that make water heater sales 
possible and profitable. Approximately 
85 per cent of the water heaters sold 
are sold by utility companies. Manufac- 
turers feel that the electric water heater 
is in the same position today as the elec- 
tric range occupied five years ago, and 
presents the same opportunities for rapid 
and widespread public acceptance that 
accompanied the phenomenal rise of the 
electric range. 

Heading the joint activity is Kinsey 
M. Robinson, president of the Idaho 
Power Company and Chairman of the 
EEI Water Heating Committee. The 
Idaho Power Company has a saturation 
of 20 per cent of electric water heaters 
in its territory, an outstanding accom- 
plishment among all utility companies in 
the country, and one of Mr. Robinson’s 
chief activities will be appearances before 
utility companies and industry meetings, 
to outline the experience of his company 
und the industry and Electric Water 
Heater Bureau's plans. 

The Chicago office of Maxon, Inc., 
under the direction of L. J. Sholty, vice- 
president, will supervise activities. A 
a book on the joint EEI and NEMA 
activity is now in preparation and will 
be sent to the leading utility companies 
in all parts of the country. The plan 
book will outline the objectives of the 
joint activity, and tell the complete story 
of the electric water heater as a load 
builder. A news information service for 
magazines and newspapers will also be 
established by Maxon to direct attention 
to the many uses of hot water in the 
home, its importance in health, beauty, 
labor-saving, cleanliness, etc. Headquar- 
ters of the Public Relations Division of 
the Water Heater Committee will be at 
919 N. Michigan Avenue, Chicago. 

Compilation of lists of utilities which 
now offer attractive water heater rates is 
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Prohibits Canvassing 


Lewiston, Idaho, has recently 
enacted a city ordinance which is 
proving very serious in curtail- 
ing sales of appliances on house to 
house canvass. The ordinance pro- 
hibits house to house canvassing 
or that anyone trespass a citizen’s 
property to sell without first ob- 
taining permission of the owner 
by telephone. 











now under way. Because of the rapid 
advance of electric water heaters during 
the past year, the manufacturers feel that 
certain sections of the country are not 
receiving sufficient promotion because the 
attractiveness of their rates is not gen- 
erally known. 

Cooperating with Mr. Robinson as 
head of the EEI Water Heating Commit- 
tee are the following manufacturers: 

Automatic Electric Heater Co.; 
Electric Water Heater Division of Mc- 
Graw Electric Co.; The Cleveland 
Heater Co.; Edison G. E. Appliance Co., 
Inc.; Electromaster, Inc.; A. J. Linde- 
mann & Hoverson Co.; Westinghouse 
Electric & Manufacturing Co.; John 
Wood Mig. Co., Inc.; The Hotstream 
Heater Co.; Malleable Iron Range Co.; 
Phermogray Co. 


Clark 





Ray Turnbull, 
general sales manager of Edison Gen- 
eral Electric Appliance (Hotpoint) 


vice president and 


had a birthday recently. That's the 
reason for the big smile and the Red- 
Man cake. 


1937 








Light-meter test table to be used in I.E.S. spring drive 


$50,000 AD CAMPAIGN STARTS 
SPRING I.E.S. LAMP DRIVE 


"Seeing |s Believing" Slogan Adopt- 
ed for New Demo Kit 


NEW YORK—Like electric refriger- 
ators, which were first championed by 
utilities, and are now found in every 
large department store, the I.E.S. Lamp 
was pioneered by utilities and now goes 
forward to increased sales in the major 
retail lamp outlets, the department and 
furniture stores and other retailers. 

For this development a spring cam- 


paign on LE.S. Better Sight Lamps, 
called “Seeing Is Believing,’ is being 
opened this month. Sponsors are the 
1.E.S. Better Sight Lamp Makers, the 


General Electric and Westinghouse Lamp 
Companies. What they've done is to take 


| past I.E.S. Lamp sales experiences and 


turn them into simple, snappy, non-tech- 
nical demonstrations that they’re con- 
vinced sales persons can put to good use. 

They've combined two products of the 
Better Light-Better Sight movement and 
they believe they have an unbeatable 
combination. First one is the light meter, 
which was the opening wedge in the 
Better Light activity, since its moving 
needle tells exactly how much light a 
lamp gives, and you no more argue with 
it than you do with the doctor’s ther- 
mometer. Second one is what has been 
the spearhead of the Better Light move- 
ment, the I.E.S. Lamp, designed to dish 
up better light in convenient form for the 
customer, 

Utilities have done a swell job with 
the combination of these two items. The 
2,250,000 I.E.S. Lamps sold in the short 
time since the lamps came on the market 
attest to this. This same combination, 
decided the sponsors of the spring drive, 
should work in the major retail lamp 
outlets where many customers come with 
a “better-light” desire that has been 
fostered by national advertising or a 








neighbor’s new lamp or a PTA or civic 
meeting. 

But for the department store, where 
sales are necessarily swift and non-tech- 
nical, the Better Light demonstration 
must be likewise. The sponsors there- 
fore shortened their demonstrations. 
Then they tried them out again and 
again in various stores. Now they 
think they’ve got something. 

In fact, so enthused over these demon- 
strations became a representative at the 
New York Lamp Show that he grabbed 
a $10 bill from his pocket and offered it 
to any portable lamp salesman who, act- 
ing as a customer, could argue down the 
demonstrations. For an hour and a half 
salesmen good-naturedly stepped up and 
tried for the money. But the rest of the 
group, acting as the judges, gave every 
round to the I.E.S. Lamp demonstra- 
tions, and the ten bucks were pocketed by 
the original owner. 

In other words, to see this demon- 
stration is to believe in I.E.S. Better 
Sight Lamps, say the campaign sponsors 
and they therefore chose “Seeing Is Be- 
lieving” as the name and slogan of the 
drive. A second slogan, is “Buy Meas- 
ured Light,” and the two are being 
used in $50,000 worth of advertising this 
spring. 

Six hundred salesmen of the I.E.S. 
Better Sight Lamp Makers are now out 
showing retailers the way to tie in with 
the campaign at their point of sale. The 
answer is all packed into one compact 
nutshell, a “Sales Demonstration Kit.” 
First thing to pop out of the kit is a 
light meter, which the sponsors know 
from past experience is of much interest 
and value to a gadget-conscious public. 

Also there’s a campaign book for the 
merchant telling all the “how to” meth- 
ods; a 48-inch window display with no 
manufacturer’s identification mark; a 
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‘amp primer for the ‘sales person. giving | NEW HANDBOOK OF INTERIOR 


u las 
ion; two shades, one an I.E.S. certified 


hade and another that’s darklined; a WIRING DESIGN IS NOW AVAILABLE 


table mat for demonstrating amounts of 














e bang A = Ri genser — poe a NEW YORK, N. Y.—The Handbook The Committee is laying active plans 
alte, eullend ealen tommeneen® & dine oan | Interior W iring Design will be avail to make certain that it will be kept in- 
A, Brcwccos : ‘seine ible in single copies or quantities from | formed of experience in field application 
All the ma Poesnawe take e headquarters of the cooperating as- of the Handbook. To this end, a sub- 
lispla Be me ts sociations on and after February 23, | committee, consisting of Mr. Allan Cog- 
; bes ey shee 937. This was the announcement made | geshall (chairman), Messrs. Max Gysi, 
Kits al aoe e LES it the first annual meeting of the In Herbert Metz, F. N. M. Squires, and 
>! \ few lustry Committee on Interior Wiring Frank Thornton, Jr., has been appointed 
al specia Design, held at New York, January 28 to study the problem of ways and means 
— ee © 1.5. Lamps Orders may be placed direct in any | that will serve to keep the sponsor group 
she alorementioned demonstrations are 1antity from one up, in accordance | up-to-date, not only on technical ex- 
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both without their shades; 3, the “hand 100 to 499 po ing, Buffalo, New York. 
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groups _CHICAGO—The Stewart-Warner 
Wesiianhesse Glen Mone tic Lighting Equipment Associa- Corporation has announced the appoint- 
' Edison Electric Institute, Illumi- | ment of four new distributors to handle 
he Westinghouse Electric and Manu nating Engineering Society, International | both lines of radio and _ refrigeration. 
n) 1 move its Pitts Association of Electrical Inspectors, Na- | The Dietz Distributing Co., 626 Broad- 
its general of tional Electrical Contractors Association, | way, Cincinnati, Ohio, held dealer meet- 
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atior sank Building i ation, National Electrical Wholesalers | February 15th and 16th. The Kane 
Pitt ~ A sanciatios Company, 1006 Webster Avenue, has 


Two More Dealer Conventions of 1937 





been appointed as distributors in t 
Cleveland territory and will also mai 
tain a branch operation in Columb 
Ohio. 

The Alemite Co. of San Antonio, 555 
Fifth Street, has now taken over t 
Stewart-Warner lines for the  sout 
central territory of Texas, 

In Indianapolis, the Indiana Distribu 
ing Company of 1040 North Meridian 
Street, will handle both radio and refri 
eration for the central territory 
Indiana. 


WESTINGHOUSE EMPLOYES 
DEDICATE NEW BUILDING 


MANSFIELD, O.—More than 13,000 
citizens from Mansfield and the surrou 
ing territory attended the recent Fam 
Day observance and the dedication 
the new $1,000,000 warehouse and offi 
building at the Mansfield Plant of th 
Westinghouse Company. Due to the 
recent completion of the huge new build 
ing, the regular feature of Westinghouse 
Family Day, and the dedication of the 
building were held as a joint activity. 

Many who attended the celebration re- 
marked at the growth and changes the 
addition of this new building has made 
in the Westinghouse plant. From 100,000 
square feet of floor space spreading over 
several blocks . . . from 100 employes 
to more than 4,000, or one-third of the 
city’s total employment . . . from the 
manufacture of three appliances to the 
production of a long list of them 
this, in brief, recalled the growth of 
Westinghouse in its 19 years in Mans- 
field. 





Count ‘em—480 dealers attended the showing of the 1937 Crosley Shelvador electric refrigerators given by the Crosley Distributing Company, Chicago, at the Hotel 


LaSalle. Following luncheon the dealers assembled in the Rose Room for the business sessions. 


C. S. Tay, manager; B. J. Schwinn and C. M. Holloway of the Chicago 


office and William C. Stoner, personnel manager, Crosley Radio Corp., Cincinnati, were the speakers. 
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C. E. Michel, vice president of the Union Electric Light & Powe- 





Company awarding first prize in the Range Riders Rodeo to Bert 
Misserochi of James & Company, G-E distributors. Left to right: 
W. L. Berry, utility sales manager; Mr. Michel; L. D. James; Mr. 
Misserochi; William P. Mackle of the Utility and J. H. Dunlap of 


James & Co. 


Proctor Set For 
Biggest Drive in '37 


PHILADELPHIA—Proctor & 
Schwartz Electric Company, Philadel- 
phia, is launching one of its biggest ad- 
vertising programs during 193,. ihe 
consumer campaign will be unusual in 
that a radio entertainment idea has been 
adapted to the newspaper advertising 
in the form of feature articles written 
by a famous Hollywood writer. These 
feature articles accompany each adver 
tisement and the space they occupy is 
paid advertising space just as the ad- 
vertisements themselves are. The ar- 
ticles headed “Hollywood Households” 
deal with intimate interviews and chatty 
conversational news about such Holly- 
wood Stars as Constance Bennett, Dolores 
Del Rio and Ann Sothern. 

A new 80 page Cook Book called 
Proctor Primer has been prepared under 
the direction of Proctor’s Educational 
Director, Mrs. Margaret Burmister. This 
is a book of instructions and suggestions 
which is packed with each Roaster-Grille. 

Of interest to dealers will be the at- 
tractive permanent merchandising dis- 
play which will form a “Proctor Appli- 
ance Department.” This display will 
be given all dealers purchasing a repre- 
sentative line of these “Styled for Serv- 
ice” appliances. 

There will also be counter or window 
displays which are “multi change” pro- 
viding room for a single appliance, or 
when extended, will take care of a 
couple of toasters, an iron and a waffler. 
Each product carries a special tag list- 
ing the important features of the prod- 
uct. 

The tremendous popularity of the 
Roast-or-Grille and increased consumer 
demand for all Proctor products coupled 
with this complete advertising plan will 
roll up sales for dealers in 1937. 





St. Louis 
Has A Range 
Party 


The “electric range rodiers”’ 
of St. Louis and vicinity may 
be seen above attending a 
dinner given by the Union 
Electric Light & Power Com- 
pany at the conclusion of the 
Range Riders Rodeo, an elec- 
tric range selling contest, par- 
ticipated in by 400 salesmen 
of some 302 dealers. 


Head table at the Range Riders Rodeo. Left to right: Larry 
Sanford of Hotpoint; A. H. Shirley of G-E Supply Corp.; Ben Gude 
of South End Hardware; Lee Klein of A. R. Lindberg Co.; C. E. 
Michel of Union Electric; L. D. James of James & Co.; W. L. Berry 
of Union Electric and C. W. Amos of Scruggs-Vandervoort & 
Barney. 


TRAINED MAN-POWER AIR CONDITIONING'S 
VITAL NEED, DONOVAN TELLS G-E MEETING 


NEW YORK—More than 200 distrib- 
utors, dealers, and sales managers for 
air conditioning products of the General 
Electric Company from all points of the 
country concluded a three-day meeting in 
New York on February 3, after hearing 
J. J. Donovan, manager of the G-E Air 
Conditioning Department, declare that 
“The increasingly vital need of the in- 
dustry, if the public is to become sold 
and stay sold on air conditioning, is 
trained manpower. 

The convention, which had for its 
theme “Profits From the Air,” celebrated 
five years of participation in air condi- 
tioning by General Electric. The Com- 
pany’s entry in the field began with the 
development of its oil furnace in 1932. 
Since that time it has developed and 
added to its 1 line equipment for every 
phase of air conditioning from unit room 
coolers and conditioners to oil and gas- 
fired assemblies and central plants for 
commercial installation. 

From the very beginning, Mr. Dono- 
van said, the company had trained en- 
gineers and made them available to the 
selling organization, recognizing that any 
major air conditioning installation was 
an engineering problem that the future 
of the industry would depend on satis- 
factory functioning of equipment in the 
customer’s home, office, and place of bus- 
iness. Now, in the face of accelerated 
business, increased domestic building, 
higher material prices, and an actual 
scarcity of trained labor both in the fac- 
tory and in the field, General Electric 
is recognizing anew the importance of 
trained manpower and has embarked on 
an educational program destined to sup- 
ply the needs of the company and its 
distributors. Arrangements have been 
made with technical schools whereby spe- 
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J. J. Donovan 
Manager, G-E Air Conditioning Dept. 


cial instruction in the intricacies of air 
conditioning equipment manufacture, in- 
stallation and servicing will be given with 
the company’s cooperation, and the future 
will see this program considerably ex- 
panded, Mr. Donovan stated. 

Sessions of the meeting were held in 
the Electrical Association auditorium in 
Grand Central Palace, New York, with 
the exception of the last day, when the 
entire group inspected the new line of 
products and the factory facilities at 
Bloomfield, N. J., including the world’s 
largest seam welder and the experi- 
mental laboratory. 

Guest speakers the first day, in addi- 
tion to various division managers, were 





Henry C. Meyer, Jr., of Meyer, Strong, 
and Jones, Consulting Engineers; Carl 
M. Snyder, Manager of the General Elec- 
tric Home Bureau, and Robert Mason, 
Editor of American Builder. C. E. Wil- 


| son, Vice-President of the General Elec- 


tric Company, in charge of appliance and 
merchandise sales, addressed the group 
at the Hotel Ambassador in the evening, 
and Leland Smith, Technical Advisor to 
the Federal Housing Administration dis- 
cussed the possibilities in equipment sales 
for new homes selling for $5000 and 
under, making a plea for consideration of 
this vast domestic market being developed 
in cooperation with the FHA. 

Guest speakers on the second day in- 
cluded R. J. Rutherford, vice-president, 
of the Worcester Gas and Electric Com- 
pany, R. S. Agee, sales promotion man- 
ager, of the Washington Gas Light Com- 
pany, and T. K. Quinn, president of 
Maxon, Inc. H. D. Kelsey, design en- 
gineer of the G-E Air Conditioning De- 
partment, reviewed the products of the 
past five years and presented the new 
line. 

A. C. Roy, Manager of Sales Promo- 
tion, announced that 14 national maga- 
zines, a cooperative newspaper advertis- 
ing campaign, direct mail, a new sales 
training program, and a tie-in with the 
G-E radio program, the “Hour of 
Charm,” would be utilized to tell the 
story of G. E. Air Conditioning during 
1937. 


Hammond Buys New Plant 


CHICAGO—Announcement is made by 
the Hammond Clock Company, whose 
factory and general offices are at 2915 
North Western Avenue, Chicago, that 
it had completed arrangements for pur- 
chase of an additional Chicago factory 
to be used for the manufacture of wood- 
work for the electric clocks and the new 
Hammond Electric Organ, which are the 
company’s principal products 
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What it is— 


“Electric Homes”, “Better Housing” shows and exhibits, have done a 
good job to show and sell a part of the public on the idea of adequate 
home electrification. 












































But the job’s just begun! Trouble is, there aren’t enough “Electrical » 
Shows” to go round. How then, educate the million and more families 1! 
that will build new homes and modernize existing dwellings in 1937? 

Electrical Merchandising has the answer with the “Electrical Home in 2} 
Print’. 

That’s the name of the forthcoming May issue of this publication .. . é 
destined to be an innovation in industry “selling tools” . . . an idea that » § 
is bound to capture the imagination of the public bent on home improve- “. 
ment... the outstanding educational and sales making achievement of I 
Electrical Merchandising’s 30 years’ service to the industry. 5 | 

The “Electrical Home in Print” will be a “personally conducted 6) 
Cook’s Tour” of the modern completely electrified home . . . picturing ' 
and describing the benefits to be derived from adequate electrification . .. : é 

the wisdom of having it now rather than Jater . . . in the words 7! 
and illustrations of America’s leading home economists 1 
and authorities. 

Hi 
. . . 

The Big Objective — 1 
Why this emphasis on new home 2 : 
builders and modernizers? 3 

Because here is a made-to- 
order “plus” market for electri- ‘ 

cal appliances, equipment and 
energy the like of which has 5 

been before—and may never 
come again. 6 
A market that offers an at- , 
tainable ideal of — ) 
$100,000,000 g 

additional electrical household 

appliance and equipment 
business and P 
600,000,000 
additional kilowatt hours 

revenue. y) 

This is the industry’s “plus” target 
for 1937, and Electrical Merchandising’s 3 


Program — the “Big Bertha” of which 
is the “Electrical Home in Print” — is 
laid right on that target. 
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| What it Means to— 


THE MANUFACTURER... 


Increased sales, lower cost to sell, through — 


» Providing his trade an unusual, dramatic setting and display for 
his products 


Placing the story of his products, plans and policies before (a) the 
trade, (b) new home builders and modernizers, (c) leading archi- 
tects, builders, contractors and public utilities, in most effective, 
economical manner 


» Surrounding his sales message with glamour and showmanship — 
~ placing it in the best of company 


4 Developing valuable prospects to pass on to his local representatives 
s Stimulating his representatives to greater enthusiasm and activity 


6 Providing his salesmen and trade representatives with their most 
valuable neutral sales manual, tying in the complete story of the 
adequately electrified home with his products and promotional story 


7 Identifying his product as modern and suitable for inclusion in 
today’s and tomorrow’s adequately electrified home. 


HOME BUILDER AND MODERNIZER... 


} Gives the complete story of the adequately electrified home clearly, 
concisely, in ‘consumer’ language with a sales slant 


9 Tells that story in the words of foremost authorities best qualified to 
speak on each phase of home improvement 


3 Presents it in new, unique form—in a big, colorful book which the 
recipient will want to keep, read, refer to and quote from 


4 Enables him to intelligently discuss the application and use of types 
and makes of appliances and/or equipment for his home with architect, 
builder, contractor (as well as those from whom he’ll buy that material) 


5 Enables him to select by comparative evaluation the particular appliances 
and/or equipment best suited to his wants from among the leading types 
and makes 


6 He can go through the model, ideal ‘“‘Electrical Home” without taking a 
step, without being rushed, pushed and confused 


7 Shows him — and sells him on the economy of spending the little extra 
money to secure the extra benefits of complete home electrification, and 
of buying that extra now, rather than later 


8 Offers protection against uninformed, unscrupulous builder and contrac- 
tor (and appliance dealer) by providing definite standards for wiring, 
lighting, fixtures and home electrical devices. 


ARCHITECT, BUILDER AND CONTRACTOR... 


| Stimulates interest in, educates and sel/s clients on the importance of 
adequate home electrification and the wisdom of paying a little extra to 
have it now rather than later 


2? Provides new and authoritative index of, and guide to the selection of 
proper household electrical appliances and/or equipment, in simple, 
understandable form (reduces the need of lugging literature) 


3 Emphasizes the importance of proper architectural services, of buying to 
right building standards—offers protection against uninformed, unscrupu- 
lous builders and contractors 


4 Enables architect, builder, contractor to take the adequately electrified 
home to clients and customers and to take their patrons through this 
“home” at their convenience. 


THE MERCHANDISER... 


More sales, easier selling, — more profitable sales, through — 

















































} Anew, practical, inexpensive method of presenting a fundamentally 
sound and attractive idea 


2 Affording the opportunity to sell complete installations and group 
ensembles at terms most attractive to prospects 


3 Enabling sales representatives to demonstrate the advantages of 
adequate home electrification dramatically, convincingly in store, 
home or office, at the customer’s convenience, when he is in the 
most receptive mood 


4 Developing leads for salesmen . . . bringing prospects into the store 
5 Getting the store and its merchandise talked about — favorably 


6 Linking distributor, dealer, with architect, builder, contractor and 
customer on a new basis in a common cause 


7 Increasing sales value per individual job by selling up to a standard 
instead of down to a price 


g Enabling the seller to show the customer products, and their place 
in the adequately electrified home, which he may not have in stock 
— and to take orders for out-of-stock items 


9 Enabling customers to make evaluating comparisons between his 
products and types of products with others, all in one neutral 
“buyers’ guide.” 


Why the “Electrical Home in Print” is 
the Advertiser's Greatest Opportunity — 





The May Electrical Merchandising — The Electrical Home in Print — 
represents the advertiser’s golden opportunity to promote his products, 
plans and policies to key electrical disributors, dealers, architects and 
builders, — and through them to home builders and modernizers — 
at unprecedented low cost, because — 


] The Electrical Home in Print will be sent the regular 25,000 readers 
of Electrical Merchandising plus 5,000 selected architects, builders 
and others interested in the better home movement at no increase 
in Electrical Merchandising’s regular advertising rates 


2 With a slight change on the cover (shown at the left) the big book 
will be purchased by public utilities and others and distributed in 
quantities to their customers. If present advance orders are a 
criterion, distribution of this extra edition will exceed 50,000 copies. 
This plus circulation will cost the advertiser absolutely nothing. 


3 This big book and great distribution provides the advertiser his 
most powerful sales promotional force. At his command is large 
space ...color ... fine printing .. . exceptional editorial back- 

ground . . . to interpret his sales story to his trade and prospective 

outlets, — and through them, to final purchasers of his products as 
he wishes AT A COST OF LESS THAN A PENNY PER 

MESSAGE. 






Manufacturers with a story and a product for the home builder and 
architect, as well as 30,000 leading electrical distributors, dealers, 
public utilities, architects and buiders, who desire to place that story in 
The “Electrical Home in Print” where it will be a living, lasting record, 
are urged to ask for complete particulars and rates at once. 
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Hey, Toots, |ve 
hen here for 
hours and |'m 
till all wet 





She was all wet 
when She came in 


Its that dryer! 
PHONE THAT 
TALL, HANDSOME 
ELECTRICIAN 


HERE'S YOUR 
BIG MOMENT::-> 


THEY NEED YOU AND AN 
OHIO CARBON BRUSH 


Be ready for emergency calls from 


people with weak dryers, and 


limpy motors of all sorts. An Ohio 


Carbon Brush will usually put 


these motors on their feet, and get 


you in on plenty of repair jobs, 


which is very profitable business. 


Stock Ohio Carbon Brushes, 
and satisfy yourself by 


satisfying your customers. 


™ OHIO CARBON~. 


12508 BEREA ROAD - CLEVELAND, OHIO 
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Two live wires of the Waters- 
Genter Company, makers of Toast- 
master toasters and Hospitality trays, 
compare notes at the Stevens Hotel 
in Chicago where Waters-Genter 
maintained a display during the re- 
cent Housewares Show. 


1600 HOMES AIR 
CONDITIONED IN 1936 


Rapidly Growing Demand Revealed 
By Kelvin Home Survey 


DETROIT—More than a quarter of 
the installations of air conditioning equip- 
ment last year were in private homes, 
according to a survey just completed by 
the Kelvin Home division of Nash-Kel- 
vinator Corporation. The survey reveals 
greatly increased emphasis on domestic 
units in the rapidly growing air condi- 
tioning market. Kelvin Home estimates 
that during 1936 there were more than 
5,000 installations of which approximately 
1,600 were in homes. 

“About a hundred of these,” says E. L. 
Sylvester, Director of Kelvin Home, 
“were installed in Nash-Kelvinator’s 
scientifically designed modern homes, 
constructed in various parts of the coun- 
try for persons in the average income 
group. The success of the Kelvin Home 
and the constantly increasing demand for 
economical year-round air conditioning 
plants available at a price within the pur- 
chasing range of the great mass of people 
is encouraging to those of us who have 
spent so much time and effort in making 
this possible.” 





APEX FORMS NEW Cow. 


PANY TO MARKET Ap. 
PLIANCES ABROAD 


CLEVELAND—The Apex Ek 
Manufacturing Company of Cle, 
one of the country’s largest mak 
household washers, ironers, va 
cleaners, and electrical refrigerato: 
day announced completion of arrange. 
ments for sale of its products in E pe 
Great Britain and the British Dom 
except Canada. 

The line will be made in Londo: 
newly formed corporation which has 
been licensed to use the Apex patents and 
trademarks, C. G. Frantz, president 
the Cleveland corporation, stated. 

“We have just completed manufactur 
ing and marketing arrangements wit! 
Vactric, Ltd. British vacuum cleaner 
producer,” Mr. Frantz said. “It has or- 
ganized a special company, Apex-V actri 
Ltd., for the production and sale of the 
Apex line with the exception of vacuum 
cleaners, which will be handled by Vac 
tric, Ltd. 

“Stock totalling £150,000 has been 
issued in England for financing the oper- 
ations of the new company, including th 
construction of a special factory for pro 
duction of the Apex line. 

“Until the English factory is 
pleted and put into operation, we wil 
ship appliances from Cleveland for dis- 
tribution by our new outlet.” 

Apex sales in the United States now 
total more than 300,000 appliances yearly 
and nearly 3,000,000 have been sold in the 
American market, F. Kingsley Tubbs 
chairman of Vactric, Ltd., told the stock- 
holders of the British company in an- 
nouncing completion of the arrangements 
with the Cleveland concern. 
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New Haag Distributors 


PEORIA—Haag Brothers Company 
Peoria, Illinois, announces the appoint- 
ment of United Service Company, In 
corporated, of Lexington, Kentucky, and 
Domestic Utilities, Incorporated, of Seat- 
tle, Washington, as distributors for the 
new line of Haag Vortex washing ma- 
chines and Haag Vortex ironers. 

Both of these distributing organiza 
tions have an excellent record behind 
them, and are organized this year to do 
even a better job. Mr. Willard, presi- 
dent otf Domestic Utilities, Incorporated, 
of Seattle, anticipates a record volume 
this year by the addition of washing ma- 
chines to his line. Mr. Rees, president 
of United Service Company, Incorpor- 
ated, of Lexington, is enthusiastic over the 
possibilities of developing business on 
washing machines in his territory. 





Women editors of leading women's magazines certainly get around. 
Here they are again and this time it is at the Frigidaire plant at 
Dayton, O. Left to right: Lawson, Frigidaire; Kimmel, Pictorial Review; 
Marsh, Good Housekeeping; Pennock, Ladies Home Journal; Titus, House- 
hold Magazine; Gillies, McCall's; Swann, Woman's Home Companion; 
Clark, Frigidaire; Bourne, American Home. Back row: Godfrey, Frigid- 
aire; Van Horn, Better Homes & Gardens; Thiele, Frigidaire; Newill, 


Frigidaire and Miller, Frigidaire. 
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RCELAIN ENAMEL INSTI- 
TUTE MEETS AT CLEVELAND 


CAGO—Members of the Institute 
reous Enamelers of England will 
be ial guests of the Porcelain Enamel 
te at its seventh annual meeting 
tober it was announced following 
rcelain Enamel Institute executive 
ttee meeting in Cleveland, Jan- 





a 

ago was selected as the place for 
innual meeting this year. Tentative 
yf October 12-13 were set. The 
will be selected later. 

er important Institute projects dis- 
i and approved by the executive 
( \ittee were: renewal of research fel- 
tur p at Ohio State University, “Porce- 
we Enamel Week,” architectural re- 
ater _ the creation of an associate mem- 
: on 1 p, the research and market develop- 
tr ment activities of the Educational Bu- 
é th re and the “Porcelain Enamel Insti- 
tun t Forum.” 


g th Norge January Sales Show 
Increase 


wil DETROIT—January Norge sales cov- 

> ering all products totaled 43,065 units, a 

47.6 per cent increase compared with the 

now like month of 1936, according to Howard 

rear! E. Blood, President Norge Division, 
n the Borg-Warner Corporation. 

Pubbs All Norge sales divisions reflected 

tock the continued improvement of general 

an- retail conditions,” said Blood, “Our Jan- 

ary sales increase by products com- 

pared with the similar month last year 

ng: refrigerators, 75.9% washers, 

37.8% ; ironers, 173.5%; commercial re- 

rigeration 107.6%; kitchen ranges, 

219%; oil burners, 121%; furnaces, 


> the Graybar Opens in Allentown 
—— The 80th Branch House of the Graybar 
Electric Company opened on February 
wre 15th at 110 Hamilton Street, Allentown, 
—s Pa. Graybar’s growing business in the 
presi Allentown-Bethlehem-Easton area made 
srated it necessary to establish this new branch, 
olume where a full line of electrical supplies 
g ma- and appliances will be carried. 
ssident This house will be operated as a branch 
orpor- of Philadelphia. W. L. Hall, formerly 
er the country salesman out of Philadelphia, has 
-— @ been appointed manager. W. H. Nau- 
dascher, from the Quotation Department 
at the Washington Graybar Branch, is 
service supervisor, and G. F. Brady, mer- 
chandise manager. 





Two dealers look over the new 1937 
Westinghouse refrigerators as Westco 
New Jersey entertains 500 dealers 
from the vicinity. 
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In every nerve and sinew, the skillful fencer is alert. It 


would be boasting for us to say that we, too, are alert. 
It is a fact, however, that our company is not so large 


as to be ponderous — its size permits a flexibility that is 





very useful to a customer who is in a big rush for 
his heating element alloy—a flexibility that allows a 
nimble change of pace and direction in our program of endless research over 
a stretch of 30 years, continually improving Chromel. This is not told 
as an attribute to us, but is presented to you as further justification for 
your confidence in heating elements made of Chromel. .. . If you are 
interested in heating unit design, you will find useful information in 


Catalog “K”. . . . Hoskins Manufacturing Company, Detroit, Michigan. 


Mm OO $ &..3. Ss 


CHROMEL 


WIRE THAT MADE ELECTRIC HEAT POSSIBLE 


1937 
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PREMIER model ? 


Premier's Magic Heart motor, com- 
pletely ball bearing, requires no 
lubrication and gives greater suction. 


Premier's Double brush bas twice as 
many bristles and gives doublecleaning. 


ONLY PREMIER HAS ALL 3 FEATURES 


Premier Division 

Electric Vacuum “ 
Cleaner Company \ 
Cleveland, Obio N oa ‘ 3 
Please send your “Premier Premier’s Poro-Nap bag offers dustless 
Profit Sharing Plan” to ; cleaning with exclusive wide opening 


accordion top and dirt trap at bottom. 


Signed 


Street - = ‘NN 
— 


City and State 
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All the important women's magazine editors were included in this kitchen clinic staged by Westinghouse 


at their Mansfield, O., works. 


“More Planned Kitchens’ Theme of 


Westinghouse Clinic Meeting 


Planned Laundry Also Comes in for Discussion 


MANSFIELD, O.—Making the planned 
kitchen, and its resultant advantages, 
available to a larger number of home- 
makers by reducing its expense through 
a greater standardization and simplifica- 
tion was the keynote of the Third Annual 
Kitchen Clinic sponsored by the Westing- 
house Electric and Manufacturing Com- 
pany at Mansfield, Ohio. This Clinic, 
held February 8 and 9, was attended by 
25 kitchen planning authorities. 

The first two Clinics were devoted to 
a clarification of ideas, adoption of a 
standard nomenclature for the separation 
of a kitchen into its three units and four 
types of kitchens. The authorities worked 
out certain solutions to existing problems 
that would enable them to promote the 
planned electric kitchen on a common 
ground, and then discussed equipment to 
expedite the acceptance of the kitchen. 

With certain standards adopted and 
with two years of experience working as 
a group with a unified thought and effort, 
the Clinic this year directed its action 
toward lowering the cost of the planned 
kitchen through a greater standardization, 
simplification of design. It was the con- 
sensus of opinion of the Clinic that the 
greatest need for the planned kitchen 
exists in the average home where -there 
are no servants, and that the concerted 
effort of those working in the Clinic 
would make the convenience, added effici- 
ency and beauty of the planned kitchen 
available to the medium and lower income 
groups. 

In considering the adoption of a pro- 
gram that would accomplish this, the 
Clinic, in effect, accepted the challenge 
of some 250,000 American housewives. 
These women, in the last year, have writ- 
ten to the various interested publications 
and manufacturers for information and 
help concerning the ways, means, and 
expense of lightening their household 
tasks and beautifying their kitchen 
through planning, I. W. Clark, Westing- 
house Kitchen Planning Manager, in 
charge of the Clinic explained. 

As a result of the group discussion and 
the research accomplished by many of 
its members, several suggestions were 
made and action will be taken immediately 
to attempt, not only to increase the over- 
all efficiency and beauty of the present 
planned kitchens, but at the same time, 
to reduce planning cost to the American 
tomemaker. 

In addition to the consideration of the 
planned kitchen, the Clinic devoted a 
large share of its attention to the now 
_lorgotten room” of the modern home, tne 
‘aundry. For the first time, as far as :t 
is known, a definite basis of planning was 
adopted and a standard nomenclature was 
este lished for the newly created planned 
laundry. It was decided by the Clinic 
that the laundry, when divided into units 
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| gested 








for treatment, should be considered as 
having four natural parts; first, the 
Laundry Counter, for sorting and sprin- 
kling clothes; second, the Washing Cen- 
ter, consisting of the laundry trays and 
washer; third, the Drying Center; and 


| fourth, the Ironing Center. 


It was decided that those attending the 
Clinic would begin to consider laundry 


| planning with the same aim of populariz- 


ing it as they have the planned kitchen, 


and a — of development was sug- | 
y Clark, who presented the group | 
| with a preview of the new Westinghouse 


Laundry. 

Since electric appliances are an integral 
and important part of the planned kitchen 
and laundry, much of the discussion con- 
cerned construction, styling and use of 
the various appliance units. Designs of 
refrigerators, ranges, dishwashers, wash- 


| ers, ironers, table and heating appliances 


were all discussed, and suggestions made 
to increase their efficiency and usability 


| for the American Homemaker. 
A. E. Allen, Westinghouse Vice-Presi- | 


dent in charge of Merchandising, said in 
welcoming the Clinic group that “West- 
inghouse is not only very glad to have 
you here, but appreciates the great prog- 
ress made possible by the cooperation of 
this Clinic to further and promote the 
interests of the planned kitchen.” 

Reese Mills, Manager of the Range 
and Water Heater Department and long 
an advocate of the planned kitchen, cited 


| the progress made by the two Clinic 
| meetings and expressed his 
| that future sessions would continue this 
| progress. 
| the meeting, 


conviction 


Clark, who was in charge of 
stated that the Fourth 


See story below. 


| Annyal Clinic would be held approxi- 
| mately the same time of the year in 1938 
at the Merchandising Division head- 
quarters in Mansfield, Ohio. 
» ae those attending were: Julia 


ourne, American Home; Christine 
Frederick, American Weekly; Helen 
Campbell, Chatalaine; Ellen Pennell, 


Country Home; Katharine Fisher, Good 
Housekeeping; Grace Pennock, Ladies’ 
Home Journal; Mary Davis Gillies, Mc- 
Call’s; Kathleen Robertson, McCall’s; 
Esther Kimmel, Pictorial Review; Ada 
Bessie Swann, Woman’s Home Com- 
panion; Gertrude Smith, Woman’s Home 
Companion; Edna Van Horn, Better 
Homes & Gardens; Helen Ridley, Good 
Housekeeping; Ida Migliario, Household 
Magazine; Ella Cushman, Cornell Uni- 
versity; L. E. Moffatt, Electrical Mer- 
chandising; Stanley Dennis, Electrical 
Dealer and Katherine Caldwell, Canadian 
Home Journal. 


AIRTEMP SYSTEM FOR 
J. L. HUDSON CO. STORE 


DETROIT—Contracts to air-condition 
four additional floors of the J. L. Hudson 
Company, one of the largest department 
stores in the country, have been awarded 
to Airtemp Construction Corporation, the 
Michigan factory branch of Chrysler’s 
| Airtemp, Incorporated, in accordance 
with specifications as prepared by Smyth, 
Hinchman & Grylls, Architects and Engi- 
neers, of Detroit, Michigan. Plans for 
the new year-round system, involving 42 
separate units, were confirmed by H. B. 
Orr, general manager of The Detroit 
Branch of Airtemp Construction Corpora- 
tion. 

Installation will be completed by early 
spring. The new system will supply 
more than 250,000 cubic feet a minute 
of conditioned air to the 2nd, 3rd, 8th 
and 9th floors of the store. The equip- 
| ment is designed for year-round operation. 





CHICAGO PLANS 
LICENSING SERVICE MEN 


CHICAGO—Talk of charging a $50 
annual license fee for every person, firm 
or corporation engaged in the business of 
installing, repairing, servicing or remodel- 
ing any refrigerator or refrigerating sys- 
tem or cooling plant by the Chicago city 
council is meeting with some objection 
from the Illinois Radio and Electrical 
Dealers Association. 

The retailers’ objection has to do with 
single unit boxes only and according to 
Executive Secretary George W. Rock- 
wood, have been presented to the coun- 
cil. The license feature is to prevent 
service men not qualified from plying 
their trade and it is believed that the $50 
initial fee, plus an annual renewal fee of 
$25 will stop this practice. Dealers sug- 
gest an initial fee of $20, renewable at 
$10 per year, for those working on single 
unit systems. 

Whether or not the city of Chicago 
has authority to levy a refrigeration tax 
is a moot question, and it is believed that 
legislation will be necessary for the state 
to give the city this power. 


Milwaukee Utility Hires 


Salesmen for Electrical Dealers 


To assist Milwaukee appliance dealers 
in reaching a city-wide sales quota of 
$6,250,000 for 1937, The Milwaukee 
Electric Railway & Light Company has 
made available to the dealers a supple- 
mentary sales force of 38 men and 
women. The force is employed by the 
utility company in cooperation with the 
Electrical League of Milwaukee, accord- 
ing to F. A. Coffin, sales manager of the 
company. ; 

Appliance sales during 1936 in Mil- 
one and Waukesha counties totaled 
$5,000,000, Coffin told 500 dealers attend- 
ing the annual meeting of the Electrical 
League, February 10. The quota for 1937 
was set 25 per cent higher. 


Porcelain Enamel Institute Names 
Chicago 


CHICAGO—Tentative dates of Octo- 
ber 12 and 13 have been named by the 
executive committee of the Porcelain 
Enamel Institute for the next meeting to 
be held in Chicago. ‘ 

Establishment of associate memberships 
is expected to bring manufacturers of re- 
frigerators, washing machines, stoves and 
ranges into the association this following 
year. 

A group of members of the Institute of 
Vitreous Enamelers from England is ex- 
pected to be present at the seventh annual 
meeting. 





One of the five regional meetings held by Carrier Corporation air conditioning dealers was held at the 
Palmer House in Chicago. The purpose of the meeting was to arrange for adequate engineering facilities 
to take care of the large volume of air conditioning orders that are pouring in jo dealers. 


1937 
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Dealer Franchise, Appearance, Performance, and Price 


ILLUSTRATED 


1900 
. 


— 


make the new 1900 Whirlpool Washer the outstanding 
dealer buy of the year. Thirty-nine years of manufactur- 
ing —with a record of over a million and a half washers 
produced —is behind this great line; a line modern in 
design, that has many exclusive features, such as a 
Baked Synthetic Enamel Finish, ‘Oiled for Life’’ Motor, 
and a Massive, Super-safe Balloon-Roll Wringer with 
hand-fitting convenient controls . . . The 1900 Exclusive 
Dealer Franchise is backed by a sales promotion plan 
that will really sell washers. Substantial discounts allow 
you to meet competitive prices and still show more profit 
per unit sale .. . Write or wire for complete information 


on the 1900 franchise. Your territory may still be open. 


MANUFACTURED BY 


NINETEEN HUNDRED 
CORPORATION 


Founded 1898 
ST. JOSEPH, MICHIGAN BINGHAMTON, N. Y. 
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One of the Bureau of Power & Light workmen going over a bunch of 
electric clocks turned in to be converted to 60-cycle electricity. 






125,000 ELECTRIC CLOCKS ADJUSTED 
OR REPLACED AS LOS ANGELES GETS 
BOULDER DAM POWER 


LOS ANGELES—With the delivery 
of Boulder Dam power to Los Angeles 
the citizen-owned Bureau of Power & 
Light faced the problem of adapting 
consumers’ equipment for satisfactory 
yperation on 60-cycle instead of 50-cycle 
electricity in 250,000 homes. 

The job is now completed and stands 
as one of the year’s outstanding examples 
of efficiency. Without cost for adjust- 
ment and without major inconvenience 
to consumers, the change in frequency 
has been completed. Thousands of dif- 
ferent items of household and indus- 
trial electrical equipment, ranging from 
barber poles and hair clippers to 750 
horsepower motors in industrial plants, 
have been adapted for operation on 
Boulder Dam’s 60-cycle power. 

Chief among the many complex prob- 
lems solved was the job of caring for 
more than 100,000 synchronous electric 
clocks. Los Angeles’ clocks kept time 
on 50-cycle electricity—but with the 
change to 60 cycles each 50-cycle clock 
would speed up gaining 12 minutes in 
each hour. 

After careful study of the 
the city’s Bureau of Power and Light 
announced that it would be its policy 
that no one should be allowed to suffer 
because of the change The Bureau, 
therefore, began a survey of its 285,000 
meters to check up on the number of 
appliances on its lines that would be 
affected. The company found that its 
‘onsumers owned nearly 125,000 electric 
locks that based their time-telling on 
a frequency of 50 cycles 

Following its decision that it would 
hange over all equipment without 
~harge to the consumer, the Bureau of 
Power and Light proceeded to make 
preparations for the job of re-adjusting 
the 125,000 electric clocks. The prob- 
lem was made especially complex by 
the fact that the utility discovered more 
than 250 makes of electric clocks with 
almost as many methods of construc- 
tion and gearing. It was also learned 
that the manufacturers of almost 200 
brands were no longer making clock 
parts and had abandoned the business 
entirely For many of the obsolete 
models it was impossible to find substi- 
tute parts. The Bureau contracted with 
a leading firm of clock experts, the 
E. W. Reynolds Company, for the mak 
ing of clock adjustments. So immense 
was the task that it was necessary to 
equip a special three-story building con- 
taining over 80,000 square feet of space 
for the extensive job of collecting, in- 
specting and repairing all clocks. 

The Los Angeles territory was di- 


situation, 
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vided into twelve districts, each with 
nine to nineteen district depots. 
ers of synchronous electric appliances 
were notified and requested to bring their 
clocks and motors to the neighborhood 
depot. There the clocks were care- 
fully checked as to condition and then 
sent to the central depot. From there 
the readjusted clocks, cleaned by com- 
pressed air, given a special oiling, tested 
and guaranteed to run satisfactorily { 
60 days, would be returned to the 
householder within five days. It was 
soon found that the task of resyr 
chronizing the clocks was in a great 
many cases so difficult that the onl 
solution was the substitution of an en 
tirely new rotor. The Bureau, therefore 
contracted with the pioneer Warren Tele- 
chron Company in Ashland, Massa- 
chusetts, for approximately 50,009 clock 
rotors designed to operate on 60-« 
current. These units in most cases were 
connected with the works in the 
sumer’s clock with a minimum of effort 

In many instances owners of 50-cycl 
clocks accepted the Power Bureau's al 
ternate offer: instead of free cycle ad 
justment consumers were offered 
choice of several 60-cycle manual start 
ing clocks—in even exchange for 0! 
50-cvcle clocks 


Own- 





California Distributors 


Named By Crosley 


LOS ANGELES, CALIF., De 
The Associated Wholesale Electric ( 
1111 Santee St., Los Angeles, has he 
named distributor for Crosley products 
in the Los Angeles territory. C. |! 
Russell is president and general manage! 
of the company 

The San Diego Auto Electric ‘ 
Union St., San Diego, has been name 
Crosley distributor in that territory 
B. Hazie is vice-president and genera’ 


ery 


manager. This territory is in chargé 
Paul F. Bialkowsky, Crosley district 
manager 





EHFA Signs Another 


Electric Home and Farm Authority 
today announced that a contract had Dee 
closed with The Duck River Elcctric 
Membership Corp., Shelbyville, Tennesse¢ 
The contract provides that Electric | ome 
and Farm Authority and the utility w!! 
cooperate in financing the sale of -!ec 
trical appliances for use by cons 
located on the utility’s power lines 
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Hot SE cleaning time is the time to feature 
G-E Mazpa lamps together with other items 
in your store that customers will need for 
cleaning their homes - brushes, brooms, 
paint, cleansing materials and so on. 

Tell your customers how much fresher and 
brighter their homes will look if they remove all 
burned-out and blackened bulbs and replace 
them with bright, new G-E Mazpa lamps... 
the kind that Stay Brighter Longer. 

Make your store headquarters for G-E Mazpa 
lamps at this time. Display these lamps in your 
window, on your counters, and in your store 
together with related house cleaning items. Tie- 
in your lamp display with current magazine 
advertising. Put up the “baby and bulb” ad- 
vertisement appearing in the March 13 issue 
of the Saturday Evening Post, and other lead- 
ing publications. General Electric Company, 
Dept. 166, Nela Park, Cleveland, Ohio. 
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Be sure to feature the larger sized G-E Mazpa lamps at this time of year... 
especially the 100 and 150 watt sizes and the Mazpa Three-Lite lamps design- 
a for I.E.S,. Better Sight Lamps. 


q=——= TIE-IN YOUR STORE WITH G-E’s 
MARCH MAZDA LAMP ADVERTISING. 
DISPLAY THIS AD IN YOUR WINDOW 


GENERAL @ ELECTRIC 
MAZDA LAMPS 
























ELECTRICAL MERCHANDISING—MARCH, 1937 


PAGE 75 








The NEW 1937 RUBBER BLADED 
SAMSON ‘Ss e- flex FANS 














































Here's a new kind of fan for the world's most famous fan-dancer! Vice 

President Thomas H. Carens of Boston Edison is giving Sally Rand one of 

STANDARD those rubber-bladed fans as a gift for a peppy talk she made before the 
10" A.C Boston Advertising Club recently. 


MODEL 


To retail at 


95 
*T <.. HB. C. COMPANY ANNOUNCES 


| DEALER COOPERATION PLAN 














VANCOUVER—A new 1937 Dealer the “rental purchase plan” on electric 
: Plan has been announced by the British storage water heaters, with a bonus 
A SELL | And we've stepped up produc- Columbia Electric Railway Company set-up for dealers who turn in applica- 
LAST YEAR: a 4 ar | which is designed to enable dealers tions for orders or prospect cards later 
tion to met demand. This year | throughout their territory in Vancouver converted into sales. 
In 1936 Sam ee 7 it the i ‘ | and Victoria, B. C. to give their cus- 7. Assistance by the utility to deal- 
n ) imson revolutionizec you can turn aii the interest in tomer every concession which the utility ers in planning and arranging their 
the electric fan. So sensational thie sensational invention inte makes to its own customers. window displays. 
ee eee ee - a - sate Highlights of the plan, as they apply 8. Sales instruction and education 
was the demand for the rubber- extra sales . . . extra profits. | to electrical appliances include : classes for dealers and salesmen, given 
1. Free wiring of all electric ranges with the cooperation with the manu- 
bladed Safe-flex that we could sold by dealers for private home in- facturers of appliances. 
| stallations. 9. Monthly reports from dealers. 
supply only one out of every And we've backed Safe-flex 2. A $25 trade-in allowance on an 10. “Or your dealer” signatures to 
: : ; old electric range where a new model all promotional and appliance advertis- 
three who wanted them. with smashing national advertis- replacement range has been sold. ing and throughout the Company sales- 
' :; 3. An advertising allowance of $5 rooms. - ‘ 
ing reaching 16,819,323 prospects for each electric range sold by dealer. 11. The utility will not request any 
a 4. An advertising allowance of $2 manufacturer or distributor to hold his 
. IMPROVED! ... One out ot every two families for each electric refrigerator sold by line of appliances for exclusive distribu- 
THIS YEAR: . - « : | dealer. tion through utility stores. 
in the U. S. Plus new displays; 5. Bonus plan for “signed applica- Quotas set for mainland and Victoria 
We've added super breeze-power — = tion for order cards” and for prospects | territories indicate the business which is 
Rew Canes Rene | turned in by dealers which are later | anticipated through dealer, as well as 
to the safety and smartness of the converted into sales. utility channels. For the mainland the 
Te ; ‘ 6. Continuation in a modified form of | figures follow: 
Safe-flex fan. The 1937 Safe-flex Get ready for Summer 1937! 
actually delivers 30% more Write or wire for complete de- Sold in 1936 Quota for sey 
— ee a i B By B By 
breeze than metal-bladed fans! tails. Appliance B.B.E.R. po. a B.C.ER. dealers Total 
| Electric Ranges............. 517 100 550 150 700 
| Refrigerators................ 405 450 400 600 1,000 
| Water heaters: 
Es <n ccktesetnecene Ce 0 150 0 150 
IR. «ix We heen Geek ok 59 10 25 10 35 
Ch «sca ck hecehenircan wai | “soa 650 2,350 3,000 
| Iromers...... canine haiegae saath . “Sette: 175 175 350 
| Radios...... + RE ie nee. Sn ee 900 6 ,600 7,500 
no 985 1,515 2,500 
Small appliances and port- 
SE. + Gea EEUEAAS Dbecha so , oewed $100 000 $250,000 $350,000 
SE, «+ +ttnewekeed ead... axaae $26,000 $134,000 $160,000 


Figures for Vancouver Island call for is estimated that sales by dealers wil! 
a sale of gas and electric appliances amount to not less than $375,000. Of th 
amounting to about $500,000, of which it electric appliances quotas are as follows: 


Quota for 1937 





° e _ 

# eae s— {am at By By 
NATIONALLY Appliance B.C.E.R. dealers Total 
6 ee eee ee ee 110 20 130 
ADVERTISED IN RE RR a oe ae 71 149 220 
Radios..... wri etre, rye 145 855 1,000 
Saturday Evening Post + Life Washers..... ia 5s al aA ara 110 240 356 
Colliers + N. ¥. Times —— | Ironers..... aus a on 33 7 60 
> a Fa gy fale RRR Gage abelian Geena beats 182 218 400 
Woman's Home Companion | Small appliances and portable lamps... $19,600 $180,400 $200,000 
Parents ET a. aS ee $4,424 $11,576 $16,000 


16,819,323 MESSAGES! 


SAMSON-UNITED CORPORATION, Rochester, N.Y. 


The home service department of the schools on home making are planned { 
B. C. Electric Railway Company is plan- both the spring and fall, during whi 
ning an ambitious program of schools, hundreds of women are to be drilled 
demonstration and service. Four weeks’ the use and care of both gas and elect: © 
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liances. Instruction teas for women’s 
yanizations will also be given in the 
mpany’s auditoriums. These have 
ved most popular in past years. 
Classes for unemployed girls and for 
ior high school students also help to 
ucate housewives who may become 
irchasers, or domestic servants in the 
future. A Kitchen Planning and Home 
Modernization service is also offered. 
James Lightbody, publicity manager of 
e B. C. Electric Railway Company 
vs: “1937 will be a year of modern- 
ition. The lag in home building will 
ree an acceleration in new construction 
d renovation. Let us ride the crest 
‘ the wave of modernization to greater 
iles of current and of appliances.” 





Chicago Association Has New Fees 


CHICAGO—Fee for membership in 
e Illinois Radio and Electrical Dealers 
\ssociation, Chicago, has been set up as 
llows: $10 per year for stores doing a 
ross sales volume up to $20,000; $15 
er year from $20,000 to $50,000; $25 
r year for $50,000 to $100,000, $50 for 
ire than $100,000. 

Group 1 distributors pay a fee of $200 
er year; group 2 $125 per year. 

\ full time field man, Russ Mueller, 
is been placed on the Chicago job to 
ake contacts and collections. 





Taylor Electric Expands 


The Taylor. Electric Co., Milwaukee, 
Wis., is moving into new quarters at 
720 N. Jackson St., Milwaukee, and will 
ccupy the first floor and basement in a 
factory building which will give them 
12,000 square feet of floor space for 
display and warehousing purposes. This 
ibout doubles the present floorage. The 
company handles RCA-Victor radios and 
Leonard refrigerators. J. A. Taylor is 
president and H. E. Richardson vice- 
president and sales manager. In its new 
location the company will have its own 
dockage facilities on the Milwaukee 
River. 





Correction 


Holland Rieger, Inc., makers of 
Sandusky washers wish to correct a 
statement made in a recent advertise- 
ment. Through inadvertence, reference 
was made to “Consumers Research Bul- 
letin” and to information contained in 
that publication which was in error. 


General Electric 


Appointment of field representatives as 
the first step in consolidating General 
Electric’s recent activities in the home 
building field was announced today by 
Carl M. Snyder, manager of the G-E 
Home Bureau. W. B. Aurandt has been 
named field representative in Boston, 
and W. P. Quig will function in a 
similar capacity in Philadelphia. It is 
planned to appoint six other representa- 
tives shortly for other sections of the 
country. A. J. Lee has been carrying on 
this activity in the New York area for 
more than a year. 

It will be the assignment of the field 
representatives to act as liaison between 
builders in their territory and the various 
distributors and offices of the company. 
Although their activities will not be 
strictly commercial, they will bring to- 
gether the builders and the distributors 
of air conditioning equipment, wiring 
and construction materials, lighting, and 
home appliances. 

The services of the G-E Home Bureau 
will be available as in the past, Mr. 
Snyder said, for advice on electrical 
specifications and in checking plans with 
architects and builders. 





F.C. C. 


Andrew W. Cruse, formerly Chief of 
the Electrical Division, Department of 
Commerce, resigned to accept appoint- 
ment as assitant chief engineer of the 
Federal Communications Commission. 
William C. Becker is Acting Chief of the 
Electrical Division. 
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THE 


WASHER 


hk IS ONLY logical that Woodrow washers 





should be powered by smooth, silent, self- 


oiling Sunlight motors. For every feature 










of the Woodrow explains its outstanding 
sales appeal. Double wall tub thoroughly 


insulated with Balsam-wool...smart stream- 






lined design ... oil-less bearings ... high, six- 








wing agitator...automatic tension end re-set 
wringer of massive design, with a twelve- 


point release for absolute safety . . . high 














dry feed boards and automatic water shed. 











Says the Woodrow Washer Company, 








“Woodrows have been equipped for many 


years with Sunlight motors and have proved 






of the greatest satisfaction to customers.” 


SUNLIGHT ELECTRICAL DIVISION 
GENERAL MOTORS CORPORATION, WARREN, OHIO 
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GENERAL ELECTRIC HOTPOINT 


PORTABLE 
IMDRQEIR 


WITH AUTOMATIC JUICE EXTRACTOR 





GE 


APPLIANCE AND MERCHANDISE DEPT. @ BRIDGEPORT, CONN. @ ONTARIO, CALIF. 


RESEARCH KEEPS GENERAL ELECTRIC YEARS AHEAD 
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LAIMED AT EVERY 


NEW ... EXCLUSIVE 


This General Electric Hotpoint Mixer sings a 
song of speed. It’s the easy way to beat eggs, 
whip up batter, mix cakes... and it saves 


time and effort too. 


The new Juice Extractor automatically juices 
oranges, three times as fast, at the touch of a 
finger. Actual tests show it gets more juice 


in less time than any other extractor. 


This handsome General Electric Hotpoint 
Portable Mixer complete with Automatic Juice 
Extractor sells for $21.95. All the necessary 
additional accessories are available at slight 


extra cost. 


NERAL @ ELECTRIC 





Marvin S. Bandoli has been 
named domestic sales man- 
ager of the Domestic Re- 
frigerator Division of Nash- 
Kelvinator Corporation. 





J. K. Knighton has been 
named sales manager of Kel- 
vinator's Commercial Air Con- 
ditioning Division. 





New Pasiticns of the Month 








Kelvinator 


A number of important organization 
changes, due to expansion of two princi- 
pal divisions of the Kelvinator Division 
of Nash-Kelvinator Corporation, Detroit, 
have been announced recently by Henry 
W. Burritt, vice-president in charge of 
sales. 

A new division, to assist and work 
with the public utilities in extending the 
use of electric service among domestic 
customers, has been formed. It is an out- 
growth of the contribution to better liv- 
ing made by the Kelvin Home in which 
air conditioning, electric cookery and re- 
frigeration are made available to moder- 
ate income families. 

The new division will be headed by 
Campbell Wood, former director of pub- 
lic utility sales and now director for 
Public Utilities. Mr. Wood has appointed 
three assistants to help in the work. 
They are R. E. Barnes, formerly of the 
Monongahela West Penn Power Com- 
pany and more recently director of the 
Kitchen Modernizing Bureau of the Ed- 
ison Electric Institute; Fred G. Hurlburd 
who has been identified with sales promo- 
tion and advertising with Kelvinator 
since 1931; and George M. Jensen who 
has held important positions with lead- 
ing companies in the appliance field. 

In addition, five men have been ap- 
pointed by Mr. Wood to cooperate di- 
rectly with the holding companies in the 
utility field. These men are Silas A. 
Kelsey, George Eastman, Thomas Craig, 
Jack Moore and Edward L. Ellis. 

Kelvinator has also expanded its Com- 
mercial Division, according to J. A. 
Harlan, commercial manager. A new 
Commercial Air Conditioning Depart- 
ment, headed by J. K. Knighton as sales 





manager and H. M. McGaughey as as- 
sistant sales manager, will consolidate in 
one operating unit the functions of the 
former Sales and Applications Depart- 
ment. 

Coordination of the applications and 
sales of standard commercial and liquid 
cooling equipment, will be effected in the 
Standard Commercial and Liquid Cool- 
ing Department. A. H. Reinach has been 
appointed sales manager, and W. E. 
Watson, assistant sales manager of this 
Department. 

Because of the close association be- 
tween automatic heating and residential 
air conditioning, the Residential Air 
Conditioning and Automatic Heating De- 
partment has been established.  E. 
Sylvester has been made sales manager 
of this unit. 

Since his association with Kelvinator, 
a year ago, Mr. Sylvester has been active 
in the development of the Kelvin Home 
program. In addition to his duties with 
the new Division, he will continue to be 
Director of Kelvin Home. 

L. G. Estep, identified with Kelvinator 
research and engineering activities and 
with the development of tht Kelvin Home 
Field Test Program, has been appointed 
assistant sales manager in charge of resi- 
dential air conditioning for the new De- 
partment. 

B. M. Hanley will be assistant sales 
manager in charge of automatic heating. 

“This latest development in Kelvin- 
ator’s carefully planned program of ex- 
pansion,” said Mr. Harlan, “is a logical 
sequel to the separation of Kelvinator’s 
domestic and commercial sales forces, 
which was announced several months 
ago. It supplements the establishment at 
that time of seven commercial divisional 
offices throughout the United States 





Campbell 
Kelvinator's re-organized Pub- 
lic Utilities Division which will 
work on new homes with util- 
ities.. He will be assisted by 


Wood heads up 


R. E. Barnes, formerly of West 
Penn Power and the Edison 
Electric Institute — named as- 
sistant to Campbell Wood of 
Kelvinator. 
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E. L. Sylvester is the new sales 


manager of the Residential 
Air Conditioning and Automa- 
tic Heating Division of Kelvi- 
nator. 


headed by divisional managers and their 
own personnel. 

To coordinate the activities of the 
Service Department with the specific re- 
quirements of the public utilities, George 
Thompson has been appointed special as- 
sistant to E. A. Seibert, director of 
service, for Kelvinator. 


General Electric 


Announcement has been made of the 
appointment of Ralph C. Cameron as 
manager of the department store sales 
division of the appliance and merchan- 
dising department of General Electric 
Company. For some time he has been in 
charge of department store activities on 
G-E kitchen appliances, and to these du- 
ties now has been added the responsibility 
of sales of all other household appliances, 
such as laundry equipment, radios and 
smaller home appliances through depart- 
ment stores and furniture stores. 

Mr. Cameron has been connected with 
G-E appliance sales for the past seven 
years. He was first in charge of whole- 
sale activities for the Willis Company, 
General Electric distributors, in Canton, 
O. In 1932, he joined the G-E organiza- 
tion in Cleveland in charge of department 
store activities for the G-E refrigerator 
and later for the G-E range and G-E 
dishwasher. Today he is known through- 
out the department store field and is 
recognized as a national authority on de- 
partment store appliance selling. 


Gardner 


A. E. Schanuel, formerly vice-president 
Hart Vance Company, has joined the 
Gardner Advertising Company. 

During the past seven years, Schanuel 
has directed promotion campaigns on 
Electric Refrigerators, Ranges, Air Con- 


ditioning and Gas Heating for the Union | 


Electric Light & Power Co., the St. Louis 
County Gas Co., and the Mississippi 
River Fuel Co. of St. Louis; The Peoples 





Fred G. Hurlburd is another 
assistant in the Public Utilities 
Division of Kelvinator who will 
work with Campbell Wood. 
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A. H. Reinach is the new sales 


manager of Kelvinator's 
Standard Commercial and Li- 
quid Cooling Division. 


Gas & Coke of Chicago and Rex 
Inc., of New York City. 

In connection with the Gardner Ex- 
perimental Kitchens in St. Louis, 
Schanuel’s new activities will cover 
Market Development work in the Home 
Appliance and Home Modernizing fields. 


Potomac Edison 


At the annual meeting, the Board of 
Directors of The Potomac Edison Com- 
pany elected D. E. Stultz to the office 
of commercial vice-president. 

Mr. Stultz, who for the past five 
years has held the position of general 
commercial manager, has been with the 
Potomac Edison organization since Feb- 
ruary of 1919. 

Mr. Stultz is also a regional manager 
of the National Kitchen Modernization 
bureau and vice-president of the Mary- 
land Utilities Association. 


I. U. A. A, 
A meeting of the Industrial Unit 
Heater Association was held at the 


Statler Hotel, St. Louis this week with 
twenty manufacturers from various parts 
of the United States present. It was re- 
ported that the stream unit heater is 
rapidly growing in popularity and many 
new uses are being developed. Officers 
for the current year were elected as fol- 
lows: President, John M. Frank of the 
Iig Electric Ventilating Company, Chi- 
cago; Vice-President, A. G. Dixon of 
Modine Mfg. Company, Racine; Secre- 
tary, L. O. Monroe, Detroit. 


One Minute 


In accordance with the expansion pro- 
gram of the one minute Washer Co., 
Newton, Ia., Company, announcement is 
made of the appointment of E. G. Vail, 
who will act as field manager and head 





George M. Jensen, who has 


held important positions in 
the appliance field, will work 
with Campbell Wood in the 
Public Utilities Division of 
Kelvinator. 
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USHER, Model No. CF363. Molded black, ivory 


color front (BK). $3.75 


0 SS rr 
With ivory molded case, gun-metal front, $4.25. 
CONSTABLE, Model No. CF769. WITH ALARM, 
ivory, $5.25. Black, $4.75. 





KITCHENGUIDE, Model No. 2F03. New wall 
model for kitchen or bathroom. Molded plastic 
with Nicral bezel. In green, antique $4.95 
ivory, white, black or red. Retail...... ” 


aie 





ADVISOR, Model No. 8F5!. A kitchen ‘“‘reminder’’ 
clock. Alarm can be set in 5-minute intervals up 


to 3% hours! Molded black plastic 
case, 4%” high. Retail $4.95 


i 


wee al 


a nee 


BARON, Model No. 8B07. New ‘‘numeral’’ clock. 
Molded black or mottied brown plastic cases. 
81/16 in. wide. Maroon trim for black $8 oy 
case. Ivory color for brown case. Retail 7 





PHARAOH, Model No. 4F61. For desk or man- 


tel. Mahogany case with vertical side inlays. 
Polished gold numerals on gloss black 
band. Retail price.. $9.95 





EMBASSY. Model No. 4F67. French easel type. 
gold-finished bezel. 4'/2-in. silver-finished numeral 
band with etched numerals. 
high, Retail 


4F65. Smart 
clock. Sure to be a big seller. Mirror front in 
blue. Numerals etched on chrome band. 

Retail price...... Soceesvecscesecoes $9.95 


LUXOR, Model No. new boudoir 





MORE 
PROFITS 
with 


Telechion 


When you sell a Telechron 
clock, you sell a handsome 
piece of quality merchandise 
at a fair price. And the sale 
returns you a true profit—be- 
cause Telechron clocks 
built right and priced right, 
both for you and your custom- 


are 


ers. 
Display these Telechron 
sales leaders. Each of the 


models shown has proved its 
popularity. Each one has sold 
and will sell! Each model has 
been designed to attract the 
modern market. 

Again, in 1937, powerful na- 
tional advertising will appear 
in popular national magazines, 
including The Saturday Even- 
ing Post, Good Housekeeping, 
Life, House and Garden. Mil- 
lions of smart, modern adver- 
tisements to direct customers 
to your store. 

To help you “cash in” lo- 
cally on Telechron’s national 
advertising campaign is a 
bright of free 
helps, including catalogs, cir- 
culars, displays, etc. | 


array sales 


Attractive Telechron clocks 
can turn over fast. If your 
stock is complete you'll make 
more profits with Telechron! 
See the 
today! 


nearest distributor 


WARREN TELECHRON COMPANY 


13 MAIN STREET 


Ashland, Massachusetts 


Telechron 


(Reg. U.S. Pat. Off. by Warren Telechron Co.) 


SELF-STARTING SYNCHRONOUS 
ELECTRIC CLOCKS 





GRACEWOOD, 
case with oherry base, 4'/ In. 
dial. 14% in. wide. Retail.... 


Model 4F05. Brown mahogany 


metal $8.95 
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A COMPLETE WEN LINE 


NEW BEAUTY-- NEW STYLING 














A Washer Line 
Packed With Real 
Sales Dynamite 


* 












Modern 
beauty thot 
demand 


style new 
women 


* 
A complete new line 


full of punch in every 
price sfep. 

























* 
$39.50 to $89.50 
. 


A new finance plan thot 
mokes buying eosy- 


* 


Improved “full depth" 


TRIPLEX agitofor. 


* 





Easy-Touch Sofety wring- 
er usually found only on 
highest priced washers. 


. 






One of the few lines 
with oa workable jobber 


"Triplex" 
full depth of the tub—washes 
clothes 

















AmericanBeauty 


WASHERS AND IRONERS 


Here's the line that's going places in 
1937! This year again it's America's 
lowest priced quality washer—but now 
it has new beauty and modern styling 
that puts American Beauty in a class 
by itselfl 


American Beauty gives you greater 
return for your sales effort—sells easier 
and stays sold; serviced at the factory 
when it is built—you make a profit and 
keep it. 

New finance plan, new beauty, and 
the world's finest washing action com- 
bine to make American Beauty the 
washer sensation of the year—and a 
real money-maker. Get full details at 
once. 


Agitator washes the 


cleaner, whiter with 





Ralph C. Cameron has 
been named head of the 
department store division 


of General Electric Com- 
pany in the appliance and 
merchandising division. 





H. W. "Pop" Prior, for 


many years with Delco- 
Light, is the new sales man- 
ager of Combustioneer Au- 
tomatic Coal Burner Com- 
pany, Springfield, O. 





Hew Pasiticus of the Mouth 








up the California organization. Mr. Vail 
is well known nationally, having been 
affiliated with the washer and refrigerator 
industry for many years. His headquart- 
ers are 116 New Montgomery Street, 
San Francisco. In addition, Mr. Carl J. 
Cortright has been appointed district sales 
manager in the Pittsburgh and West 
Virginia Division. Mr. Cortright has 
been a member of the One Minute or- 
ganization for the past 14 years and is 
well experienced to handle the sales 
responsibility in this important sales 
division 


Combustioneer 


H. W. “Pop” Prior, for many years 
sales manager of Delco-Light and later 
in a similar capacity with Frigidaire, 
has been appointed domestic sales man- 
ager of Combustioneer Automatic Coal 
Burners, Springfield, O. 


G-E Supply Corp. 


D. J. “Don” Cossaart, former local 
manager of the General Electric Supply 
Corp. at Jacksonville, Fla. since 1929 and 
prior to that connected with the head- 
quarters staff of the company, has been 
appointed district operating manager of 
the G-E Supply Corp., Newark, N. J. 
In his new position, he will supervise 
dealer service in Northern New Jersey. 

At the same time, I. J. Chesley moves 
up to the position of district sales man- 


ager of supplies of the same branch. 
World Radio 
Dan E. Bambaugh, for the past seven- 


teen years merchandise manager of the 
May Company in Cleveland, has been 
appointed general manager of World 
Radio's 35 radio and refrigeration stores 
in New England. 


H. M. Byllesby & Co. 


E. Mortimer Newlin of Philadelphia 
and R. Miles Warner of Chicago have 
been made vice-presidents of H. M. Byl- 
lesby & Co. Guy Hoffer has been ap- 
pointed sales manager of the Western 
Division. 


Emerson 


The Emerson Electric Mfg. Company, 
St. Louis, Mo., announce the appointment 
of Eugene P. Faris as manager of spe- 
cialty sales, succeeding H. L. Parker, 
resigned. 


G-E Lamps 


Following the sudden death of J. F. 
Reinke, former manager of the western 
division of the Incandescent Lamp De- 
partment of the General Electric Com- 
pany, announcement has been made of 
the promotion of Harold A. Olson to fill 
the vacancy. Mr. Olson was formerly 
assistant manager of the Buckeye Di- 
vision in Cleveland. 


Mid-West Stoker Assn. 


William J. O’Neil, sales manager, Chi- 
cago factory branch, Iron Fireman Man- 
ufacturing Company, was elected presi- 
dent of the Midwest Stoker Association 
at its annual meeting held in Chicago on 
February 9. 

Mr. O’Neil succeeds J. E. Martin, 
manager stoker division, Link-Belt Com- 
pany, who held the presidency of the 
organization for two years. Under the 


retiring president’s leadership, the As- 
sociation, which is an organization of 
retail stoker sales agencies located in 


Chicago, inaugurated an active and con- 





proposition less wear. 






structive program particularly in coop- 








"Easy Touch" Safety wringer 
that sells on sight. A feather 
touch stops both rolls and re- 
leases pressures. 


* 





Aggressive sales and 
merchandising program 
custom-built for you. 











Harold A. Olson has been 
named to fill the vacancy 
caused by the death of of 


Harry M. Williams, head 


337 WALNUT ST. 
MORTON, ILL. 


GETZ WASHER CO. | 


Incandescent Lamp Dept. 


of the Standards Division 
Frigidaire has been 
named president of the 
American Standards Asso- 
ciation. 
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CLIP OUT THIS COUPON 
PENN ELECTRIC SWITCH CO., Des Moines, Iowa 


Send me (no charge) “Comfort Zone”’ moving 
No 


charts and full instructions for their operation. I employ 
—______salesmen. I handle 


makes of equipment) 7" 
Name 


St. and No 


City _ 








Exclusive Features Are the 
“Fices” of the “Trade-in Game” 





You cannot avoid trade-ins. Your competitors will take 
them if you don’t—but you can prepare to defend your 
profits. 

The best defense against unreasonable demands is to have 
features in your machines so much superior to the customer’s 
old machine that she is anxious to buy 
from you. 

Barton Washers have exclusive features 








that she cannot find elsewhere:—as the 
Patented Convoluted Tub and Water 
Action—1710 Extra Water Currents per 
Minute assuring cleaner clothes in less time, 
saving soap, current, time, and clothes— 
complete release Lovell Wringers on all 
models—quality as high as money and care 
can produce—prices assuring outstanding 
values in every class. Barton Washer sales 
increased more than 3 times as fast as the 
industry average during 1936. 

Get set for profits on every sale during 
1937 by securing the Barton Franchise. 
THE BARTON CORPORATION, West 
Bend, Wis. 





1710 Extra Water Cur- 
rents. Agitator forces 
water outward. Convo- 
lutions shoot it back 
through the clothes in 
15 jets at each rotation 
of the agitator. 
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eration with Chicago retail coal mer- 
chants and wholesale coal sales agencies 
and operators. The outstanding project 
in the Association’s program was the 
preparation and publication of a coal 
selection chart recommending the maxi- 
mum top sizes for use in member com- 
panies’ stokers. 

Other officers elected were: H. L. 
Bilsborough of Fairbanks, Morse and 
Company, vice-president, and J. E. Mc- 
Clintock of the Illinois Iron and Bolt 
Company, Free-Man stoker division, sec- 
retary-treasurer. 

The Association decided to expand its 
activities and now has under considera- 
tion a number of cooperative projects, 
including an advertising campaign in the 
Chicago area which will emphasize the 
advantages of automatic coal heat. 

The Fire-Tender division of the Iro- 
quois Coal Company, Chicago distrib- 
utors for the Holcomb & Hoke Manu- 
facturing Company, was admitted as a 
new member of the Association. 


Grunow 


Harry Alter, president of the Harry 
Alter Company, Chicago refrigerator and 
radio distributors, has been named di- 
rector of sales for the General House- 
hold Utilities Company, makers of 
Grunow refrigerators and radios. The 
announcement came from William C-. 
Grunow, president of the company. 


Utility Management Corp. 


John H. Pardee, former president of 
the Utility Management Corp., which 
supervises the operation of properties in 
the Associated Gas & Electric System, 
has been elected chairman of the board. 
Ralph D. Jennison, former vice-president 
succeeds Mr. Pardee as president. 





Associated Gas & Electric 


Alex Speer, who has been president of 
Florida Power Corporation for the past 
eight years, has been elected president of 
Virginia Public Service Company with 
headquarters at Alexandria, Va., where 
he succeeds J. S. Avery, who is moving 
to New York City to become a vice- 
president of The Utility Management 
Corporation. 

Albert W. Higgins, who since the early 
part of 1936 has been a vice-president of 
The Utility Management Corporation, 
New York City, will assume charge of 
the Florida and Georgia properties of the 
Associated Gas & Electric System and 
has been elected president of the Florida 
Power Corporation, St. Petersburg, to 
succeed Mr. Speer. 

Mr. Speer will have associated with 
him in Virginia, Frank A. Mitchell as 
vice-president and general manager of the 
Virginia Public Service Company, Mr. 
Mitchell has for sometime been vice- 
president and general manager of the 
Eastern Shore Public Service Company 
with headquarters at Salisbury, Md. 
Lewis Payne, who was formerly vice- 
president of Virginia Public Service 
Company, has been elected president of 
Eastern Shore Public Service Com- 
pany and will take up his duties at 
Salisbury at once. 





A. F. Dormeyer Co. 


H. A. Dormeyer, president of the A. F. 
Dormeyer Mfg. Company, makers of 
electrical food mixers, announces that 
Harry Decker, vice-president of the com- 
pany, will be in charge of company 
sales, effective immediately. 





Fairbanks, Morse 


To assist distributors in applying na- 
tional sales plans, the Home Appliance 
Division of Fairbanks, Morse & Com- 
pany have appointed four new field repre- 
sentatives, according to W. Paul Jones, 
general manager. The men are J. H. 
Hopwood, R. E. Eshman, W. H. Hay- 
ward and D. B. Keller. 
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Graybar 


The San Francisco office of the Gray- 
bar Electric Company announced some in- yA 
teresting organization changes at their 
main and more recent branch offices 


effective January 1, 1937. € 
L. O. Fryer, formerly service man- 
ager at San Francisco, has been appointed 












sales manager reporting to A. H. Nicoll. 
J. A. Scalapino, an accountant at San bd 
Francisco, has been made service man- =f ey uyl 
ager. A. R. Fryklund, assistant sales 

manager at San Francisco, is now man- | 
ager at the Sacramento Branch which | 
opened last year. 

At the Fresno Branch, H. F. Siesbut- 
tel, formerly residence salesman, is now 
sales manager. 

At the Graybar House in Albany, 
W. B. Cooke was appointed manager, 
J. J. Portley sales manager, and J. L. 
Schoch service supervisor. Z 

F. R. Warburton has been appointed | > : Z ; Z 
credit manager at Minneapolis, succeed- | y 
ing I. E. Stiles, retired. 

S. B. Cooper has been appointed sales | 
manager at Phoenix. 

B. E. White has been appointed to | 
Graybar’s newly created position of mer- | 
chandise sales manager for Florida. Mr. | 
White has been connected with the Leon- | 
ard Refrigerator Company for the past 
ten years, the last six of which he has 
been Southeastern district manager. 
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sent to the Senate the nomination of 
John M. Carmody as administrator of 
the Rural Electrification Administrator 
to succeed Morris L. Cooke, resigned. 
Mr. Carmody was appointed assistant 
administrator of REA last August, hav- 
ing previously been a member of the 
National Labor Relations Board amd of 
the National Mediation Board. Prior 
to his governmental connections he was | 


President Roosevelt on February 15 | 
| 











editor of Factory & Industrial Manage- 
ment and Coal Age. 











G-E Radio 


pointed G-E radio sales manager for the 

Middle Atlantic district with head- 

quarters in Philadelphia, to succeed the 

recently promoted C. M. Wilson, it has 
been announced by E. H. Vogel, manager | 
of the G-E Radio Division, Bridgeport, | 
Conn. 
Previous to his promotion, Mr. Saun- | 

ders was a district radio specialist for 
G-E, contacting the major dealers in the | 
| 


| 
W. P. “Bill” Saunders has been ap- | 


Te 


ene 14 Nl 





| 


Philadelphia territory. In a prior con- 
nection he was a buyer for thirteen years EW General Electric Triple-Thrift Refrig- TIC 
in one of the well k Philadelphi : 
duoeimant ean nown Pheadegive erators offer the greatest buy in 10 years. AUTOMA 

F. B. Wanslow has been appointed by 


] is been } Dealers and public have been quick to recog- Ri 
Mr. Saunders as G-E district radio speci- nize this. Carloads of G-E Refrigerators are now 
alist in the Baltimore and Washington : , . . 
territories. For the the previous fourteen rolling out of the factories every day. A solid train- \l 
— Mr. Wanslow was with the RCA load to San Francisco .. . 60 carloads to Chicago 

adiotron organization as district sales : 
manager for the New York and Philadel- ... 45 to Boston... 35 to Newark . . . 22 to Charlotte sealed-in-steel 
ge Ne ...15 to Nashville. So it goes the country over! 

e appointment of George S. Peterson . 

as sales manager of the G-E Radio Di- 15 NEW GENERAL ELECTRIC MODELS... with a . 
vision factory sales branches in Chicago ; h d New Triple-Thrift Refris- 
and Peoria has also been announced by new schedule of lower prices . . . have opene rf pean net 
te M. Wilson, sales manager of the G-E big new markets for G-E dealers —and ata profit: 


use less current, last 
Radio Division, Bridgeport, Conn. 


a See for yourself! longer. Time-tested 

Mr. Peterson joined the General Elec- ? mechanism has greatest 

= gr my in 1930 as a_ sales REMEMBER! The G-E Refrigerator is the leader of performance record. 
specialist, first on radio and later on a . . 

appliances, for the Chicago territory. a complete line of G-E electrical home appliances that AND REMEMBER, General 


Fred A. Ray has been promoted to be 


has greatest public preference. The sale of one G-E Electric Company has 
District Radio Sales Manager for the 


had more experience 











. * - appliance leads to other sales—G-E dealers have more with sealed units than 
Cleveland territory which includes Ohio, les—more profits! General Electric  28¥ Other manufacturer. 
northern Kentucky, and eastern Indiana. customers—more sales—more p ! 
Company, Section DE3, Nela Park, Cleveland, Ohio. e 
Gar Wood 


A COMPLETE LINE OF WATER, BEVERAGE AND MILK COOLERS AND COMMERCIAL REFRIGERATION EQUIPMENT 


Frank H. Dewey, general manager of 
the air conditioning division of Gar Wood 
Industries, Inc., has promoted Don J. 
Luty to the office of assistant general 
manager. Norman Saylor has been ap- 
pointed manager of the Company’s De- | 
troit Branch. 
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NEW FANS FOR 1937 


(a y 
/ i, 
DIEHL THE DIEHL (& mA od 
RIBBONAIRE | JUNIOR LINE ‘e% 


from conventiona 


design. Safe, silent 


DIEHL QUIET DIEHL 
OSCILLATING AIR 
FANS CIRCULATORS 


A new line setting ad 
vanced standards of 
quietness in operation 
Large air movement, 
good looking. Sizes— 
10, 12 and 16-inch 


Get your full share of 1937 fan business. You can do it with this year's line of Diehl 
Fans. New models and advanced features offer a wider selection than ever before, 
and set new standards for saleability, beauty and performance. Added to this, is a 


series of sales helps unmatched for completeness and effectiveness as business builders. 


Included in the fan line are the Ribbonaire; "Junior" Models in 8-in. Non-Oscillating, 9 and 12-in. 
Oscillating; Standard Models in 10, 12 and 16-in. Oscillating, 10 and 12-in. Non-Oscillating; 10, 12 
and |6-in. Quiet Oscillating Fans; Air Circulators in 20 to 30-in. sizes; 36 and 52-in. Ceiling Fans; 
Home Ventilating Fans, 9 and 10-in., in adjustable panel and wall cabinet models; 9, 12 and 16-in. 
Ventilating Fans. All are illustrated and described fully in Diehl Fan Catalog No. 48. 


Special new Air Circulator Bulletin is also available. Write for your copies to Diehl Manufacturing 


Company, Electrical Division of The Singer Manufacturing Company, Elizabethport, New Jersey. 


) 
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Manning, Bowman 


Two recent promotions have been an- 
nounced by B. M. Tassie, president of 
Manning, Bowman & Co. Sales problems, 
he said, have become increasingly com- 
plex and, in order to handle them in the 
best manner possible, a division has been 
made between inside sales and field work 

F. L. Raynor, who has been acting 
as sales manager for the past four years, 
has been promoted to director of sales 
and sales promotion, and W. J. Herwood 
who has been assistant sales manager 
since 1934, has been appointed sales 
manager. * 

G. K. Thornton continues in his present 
capacity as advertising and sales promo- 
tion manager. 


A. C. Weick 


After eight years service with Henri, 
Hurst & McDonald, Inc., well known 
Chicago advertising firm, Arthur C. 
Weick, market analyst, left their employ, 
February 6, to start a new market analy- 
sis enterprise at 20 West Jackson Blvd., 
Chicago. 


Jam Handy 


E. Hamilton Campbell, for many years 
advertising and sales promotion manager 
of Rex Cole, Inc., New York distributor 
of General Electric Refrigerators, has 
joined the Jam Handy Picture Service, 
Inc., in an executive sales capacity, it was 
announced by Jamison Handy, president 
of the company. 


Kelvinator 


Appointment of Marvin S. Bandoli as 
sales manager of the Domestic Re- 
frigerating Division of Nash-Kelvinator 
Corporation has been announced by H. 
W. Burritt, vice-president in charge of 
sales. Mr. Bandoli will direct the pro- 
motional and sales activities of Kel- 
vinator’s enlarged domestic refrigera- 
tion merchandising force, now embarked 
on the greatest campaign in its history 

Kelvinator production schedules have 
already been stepped up due to increased 
orders from distributors following the 
introduction of the new line of refrig- 
erators at the recent Detroit convention, 
Mr. Burritt said. 

Expert handling of merchandising 
problems as regional manager for the 
Southwest led to Mr. Bandoli’s promo 
tion, it was announced. Before joining 
Kelvinator in 1931 Mr. Bandoli was ac- 
tive in sales promotion for the Wis- 
consin and Minnesota Light and Power 
Company, the Northern States Power 
Company and the Illinois Light and 
Power Company. He has also served 
as personnel director for the Sampson 
Tractor Company. 


Leonard 


Appointment of three additional field 
representatives of the Merchandising Di- 
vision of the Leonard Division of Nash- 
Kelvinator Corporation was announced 
today by R. I. Petrie, sales manager. 

The new appointees, who will be under 
the direct supervision of E. R. Berkeley, 
Leonard merchandise manager in Detroit 
headquarters are: Norman C. MacDon- 
ald, operating in the New York area; 
E. E. Brammer, working out of Wichita, 
Kansas, and Arthur P. Matthews, func- 
tioning in the San Francisco district. 


A.S.R.E. 


DAYTON, O—Harry M. Williams, 
manager of the standards division of 
Frigidaire Division, General Motors 
Corporation, was elected president of the 
American Society of Refrigeration Engi- 
neers at the annual meeting in New 
York City recently. He succeeds Louis 
S. Morse, vice president in charge of 
engineering for the York Ice Machinery 
Corporation. 
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IF every dealer who does not sell General Electric Washers and Ironers knew what every dealer who does 


sell General Electric Washers and Ironers knows, every dealer would sell General Electric Washers and Ironers! 


G-E Dealers are 
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APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC CO., BRIDGEPORT, CONN. 
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VACUUM CLEANERS 


have changed a lot since 
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( yy ER two decades ago the vacuum cleaner pictured 
above drew the attention of the entire industry. Its motor 

the first vacuum cleaner motor built by Domestic 
Electric—introduced entirely new principles of design. 
So right were those principles that they caused many 
leading vacuum cleaner manufacturers to turn to Domestic 
for the solution to their motor problems. 


Since that early day Domestic Electric’s engineers and 
production men have continued to improve on the basic 
design of their 1915 motor—with the result that today 
they produce motors of the same size which have five 
times the brush life—and three times the power! 


One other change should be noted. These improved 
motors of today bear a Black & Decker nameplate. The 
name of the old Domestic Electric Company was changed 
to The Black & Decker Electric Company back in 1929. 


When it comes to making satisfied customers, you can’t 
beat Black & Decker (formerly Domestic Electric) Motors. 
More than two decades of satisfactory performance—and 
the long continued patronage of leading vacuum cleaner 
manufacturers—prove that beyond any doubt. 


BLACK & DECKER 





THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
formerly 


SPECIALISTS IN THE DESIGN AND APPLICATION 
OF UNIVERSAL MOTORS 





Home service women from all over the United States gathered at the 


Westinghouse Clinic held at Mansfield, O., recently 





HOME SERVICE WOMEN CONTRIBUTE 
IDEAS AT WESTINGHOUSE CONFERENCE 


MANSFIELD, O.—Home - service 
economics directors of power companies 
and women’s magazines took part in a 
Home Service and Kitchen Planning 
Conference held at the Westinghouse 
Company plant at Mansfield, O., re- 
cently. 

In addition to talks by Westinghouse 
executives on kitchen planning and the 
part the women of the industry can con- 
tribute, there were interesting talks by 
the women of which the following are 
typi al 

Emma Tighe of Boston Edison, told 
of the early struggles home service 
women had to gain recognition in the 
electrical industry where they were fre- 
quently confused with interior decora- 
tors. According to Miss Tighe, it was 
not until the Spring Session of the 
NELA Meeting, held at the Palmer 
House, 1930, that Home Service ac- 
tually came out of the dog house. At 
that meeting, Ada Bessie Swann gong 
in hand, presided as chairman, and 
Isabell Davies, secretary, held a _ stop 
watch, to limit each speech to ten min- 
utes—no more, no less. Toward the end 
of the first day some of the men dropped 
in, and word went around that the 
women had something. From that time 
yn their session was the best attended 
of the various sections of the meeting. 

Miss Tighe suggested that manufac- 
turers should be impressed with the im- 
portance of consulting their Home Serv- 
ice women before publishing instruction 
books, because no one is closer to the 
user than these women, and only too 
often the books published are woefully 
inadequate. 

Margaret Nevins, Syracuse Lighting 
Co., told how the Syracuse Lighting 
Company sent a woman into the homes 
of several of their customers to find 
out how these women worked. It was 
figured that one woman walked 17 miles 
in a year washing her dishes—bending 
down to a low shelf to get the dishpan, 
carrying it over to the sink, filling it 
with water, carrying it back to the table 
where the dishes were washed. 

Another woman walked 23 miles a 
year in her coffee making operations; 





and another walked 76 miles a year 
carrying wood from the woodpile to the 
range. 

Fern Snider told of Georgia Power’s 
previous drives to step up minimum bill 
customers to higher brackets, and said 
their 1937 objective was to sell appliances 
to these minimum bill and lower bracket 
customers. Small appliances wil be em- 
phasized and an all-employee sales drive, 
will permit employees to sell everything 
electrical up to $35. 

Marguerite Presnell said Detroit Edi- 
son’s 1937 objective is a drive for more 
satisfied customers. They plan to have 
small groups of women—8 to 10 at a 
time—preferably in the kitchen of a cus- 
tomer, where lectures and demonstra- 
tions will be given. 

Naomi Shank of the Virginia Elec- 
tric & Power Co., told of the devastat- 
ing inroads mail order houses are mak- 
ing into their country home markets, 
mainly because the farmer loves his mail 
box better even than his wife; but also 
because the farmer has found the mail 
order catalog is his most dependable 
source of supply. The farmer and his 
wife get into the city but seldom. Fre- 
quently the dealer does not have the ap- 
pliance they have come to buy. And 
only too often the dealer fails to follow 
through on the order. 

Helen Smith, Rochester Gas & Elec- 
tric Co., and Ella Cushing, Cornell Uni- 
versity, related. interesting experiences 
in their work with prospective home 
builders in planning new kitchens. Miss 
Smith told of her many amusing en- 
counters with the average housewife 
who clings to old fashioned methods 
handed down by mother and grand- 
mother. In planning kitchens to suit 
the individual needs of home makers in 
her community, Miss Cushing has 
used old bureaus and cardboard boxes 
as dummy equipment to determine prop- 
er working surface heights and ca- 
pacities. According to Miss Cushing, 
no two women can work comfortably at 
the same work surface, and no two 
homes have the same storage capacity 
problems. Much depends on the number 
in family, its income, the type of food 








It looks as though the gals had a good time at the banquet 
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ferred, and the scale on which they 
ertain. Cornell is making a fatigue 
vey to find out which household 
ties are most fatiguing, which should 
ng forth facts of great. interest to the 
‘trical industry. 
Katherine Fisher, Director of Good 
uusekeeping Institute told of a wash- 
habit survéy of 2,000 women re- 
itly made by the Institute, which dis- 
sed the following facts: 


5% of the women wash in their own 
washing machines. 

2% buy their husband’s shirts and 
determine the kind of shirts their 
men should wear. 

42% of the shirts are laundered at 
home 


> 


At the present time Good House- 
keeping is making a study of bleaching 

an endeavor to determine if it is 
ossible to use bleach and have a good 
sundry and use it with safety to the 
lothes. 

Ada Bessie Swann of Woman’s Home 
Companion, defended the intelligence of 
the average home maker in a short ad- 
iress on her experiences in working 
with women. In her opinion the average 
housewife knows very definitely what 
she wants in a kitchen and this opinion 
as been backed up by the Companion’s 
prize contest for best letters from home 
nakers telling their individual needs in 
1 kitchen. These letters, together with 

brief history of each winner and a 
hoto of a kitchen suggested to suit the 
particular needs of each winner, are 
appearing currently in the Companion, 
and Miss Swann urged everyone inter- 
ested in kitchen planning problems to 
read these articles carefully. 





Irving W. Clark, in 
charge of kitchen plan- 
ning for Westinghouse. 


Mary Davis Gillies, McCalls Maga- 
zine, gave an illustrated talk on what 
juld be done with the kitchen by use of 
lor in curtains, floor covering, deco- 
rative bits of china on cabinets and 
tables; by use of decalcomanias, and 
ther stencil methods. Mrs. Gillies’ 
jleal kitchen is a larger, gayer, more 
ivable room than the kitchens advocated 
by most all-electric kitchen plans. 

Clara Zillessen, advertising manager, 
Philadelphia Electric Co., gave her ideas 
on advertising from the utility standpoint. 
She deplored the department store and 
utility practice of putting electric kitchens 
in a hidden corner on the top floor or 
basement where there is little traffic. She 
told of the kitchens Philadelphia Electric 
Co. installed near the cashier’s window, 
where people paying their electric bills 
had to pass, and the amazing number of 
nterested people these kitchens at- 
tracted. One was an entirely modern 
kitchen, one a typical West Philadelphia 
kitchen without modern electrical equip- 
ment and the other a remodelled version 
% the old West Philadelphia kitchen. 
Miss Zillessen said it was surprising the 
number of people who stopped at the 
Id-fashioned West Philadelphia kitchen 
ind said—‘Now, this is the kind of 
kitchen I like!” In closing Miss Zilles- 
sen reminded those who were advertising 
minded not to overlook radio advertising 
and particularly the foreign language 
rograms. 
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E.. a few cents a day you can advertise your business 
—365 days a year—in the Classified Telephone Directory, 
under one of the brands you sell. 

Turn to your own profit the advertising and sales pro- 
motion back of every brand that you sell. People who want 
these brands will find you in the ‘yellow pages’. 

Does advertising in the Classified pay? Well, one contrac- 
tor writes, “Recently we gave an order to increase our ad- 
vertising, and we are confident that the results, as here- 
tofore, will be more than pleasing.” 

Another reports, “I got another good-sized job which can 
be credited to my directory advertising.” 

Don’t miss any of these “telephone book customers.” See 
that you are adequately represented in your classified under 
every advertised brand you sell and at every classi- 
fication of your business, For details, call the direc- 
tory representative at your telephone business office. 
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Put the new 


ROBERTSHAW  / 
hermdl E 


ON YOUR ELECTRIC RANGE 








IT Glows WHEN THE OVEN GOES ON... AND 
IT Signals WHEN THE OVEN REACHES RIGHT HEAT 


Herz’s life and light and action for electric range selling — the 
Thermal Eye of Robertshaw’s electric oven-heat-control. 

When the oven goes on the eye lights up. As long as the oven 
stays on it glows. And—when the oven reaches the right tempera- 
ture a red signal comes into view, 
telling the user, ‘Now is the time to 
putin your foods for perfect results!” 

Every electric range prospect will 
be fascinated by the Thermal Eye. 
Make use of its sales-influence. 
Equip with Thermal Eye controls. 

The Robertshaw engineering lab- 
oratory is available to range manu- 
facturers who want this modern 


equipment. Write for information. 


ROBERTSHAW THERMOSTAT COMPANY, YOUNGWOOD, PA. 


Manufacturers who have specialized in thermostats since 1899 


Over 2,700,000 Robertshaw Oven-Heat-Controls in Use 


ROBERTSHAW 


OVEN -HEAT- CONTROL 
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They got busy on plans for merchandising |.E.S. lamps at the New York 
Lamp Show. Here's J. A. Libbon, Greist Mfg. Co.; Harold F. Smiddy 
of Electric Bond & Share; Edward D. Stryker of G-E, Nela Park; and 


R. B. Oliver, G-E, New York. 


WEST COAST NEWS FLASHES 


\ survey of 7,000 homes in the south- 
ern California district is being made by 
the Federal Housing Administration, 
checking up on the preferences of own- 
ers in the matter of home arrangements 
The object of the survey, according to 
F. W. Marlow, southern California dis 
trict director of the F.H.A. is “to de 
termine just what type of home th 
people want and what they want in it.” 


A $25 trace allowance for the old 
cook-stove, featured by the Utah Power 
and Light Company during February. 
and available through all dealers as well, 
has been stimulating electric range ad 
vertising in the Salt Lake district 


‘Silent Radio,” invented originally to 
aid hard-of-hearing listeners by the use 
f the bone conduction of sound, has 
wen featured for use by the general 
uublic by the May Company of Los 
Angeles For listening while another 
sleeps in an adjoining bed, for the soli 
tary radio fan who insists on listening 





a program during the family reading 

ur, tor the fifth at bridge it is ad 
vocated as a newly discovered boon 

Henessy’s of Butte, Montana, recently 


took over a special section of the local 
paper in announcement of remodelling 
sales. Among the electrical features men 
tioned was the new  three-quarter-ton 
truck added to the delivery fleet espe- 
cially for the delivery of electrical ap 


The Washington Water Power Com 
pany has joined the ranks of the powe 
companies who are using “Reddy Kilo 
watt,” the electrical brownie, in their 
advertising. Setter Lighting is to the 
fore in their February ads 


“For February Only” was the $4.95 
waffle iron advertised by the Utah Power 
and Light Company at their stores or 
“through your dealer.” 


4 $10 trade-in allowance for your 
monkey stove or old water heater on the 
purchase of a new automatic electric 
water heater was another February spe- 
cial for the Utah Power and Light Con 
pany As usual, the offer was availal 
to dealers as well. 


Los Angeles has announced 1942 as the 
date for its prospective exposition, cele 
brating the arrival of Cabrillo on the 
Pacific Coast 400 years ago. The theme 
is to be the progress of all nations bor 
dering on the Pacific and with five year 
in which to prepare, it is promised that 


mistakes made by other exposition cities 


will be avoided 


lectric cookery and electric retrig- 


eration were the subject of Seattle ( 
Light advertising during February 


In connection with the Utah $25 trade 
in offer on old ranges, the Standar: 


Furniture Company of Salt Lake fea 





Otto E. Heilman, St. Louis representative of the Utility Electric Company 
of the same city, got his name on this loving cup four times for making 
the highest percentage of his total quota from month to month. So they 


decided to give it to him for keeps. 


He was also winner of the Honor 


Roll Contest and the Sweepstakes Contest of the company so, by rights, 
we should have him in the Selling Hall of Fame. 
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tured electric ranges by a window dem- 
ynstration throughout the second week 

February 

* 

The Silver State Electric Service of 
Sparks, Nevada, celebrated its first anni- 
rsary on February first of this yea 
i “Big Westinghouse Show.” 


Among the merchants of Denver who 
mised to accept checks of the Den- 


r News awarded to a test “Town- 
id $200-spending couple” was Ray 
Jones, washing machine specialist. A 


tax was paid by each merchant as 


» checks passed through his hands 


Phoenix, Arizona, has been enjoying 

sixteenth annual “Better Foods and 
setter Homes Week Exposition,” with 
Mrs. Florence Austin Chase as director 
\ five day program of entertainment, 
xhibitions of equipment and cooking 

ol lasted from February 8 to 12. 


Frederick & Nelson of Seattle went 

for [L.E.S. lamps during February, 

the sale of a $5,000 purchase of 
sample lamps of approved design. 


The Pacific Northwest Hardware and 
Implement Association met in Spokane 
irly in February, with an attendance 

more than 300. A feature of the 
meeting was the exhibit of ranges, heat- 
rs, refrigerators, radios as well as other 
hardware equipment arranged by whole- 
salers of national products 


Eight,” the electrical 
movie was put on as a stage show as a 
feature of the Homemakers’ program 
sponsored by the Seattle Post-Intelli- 
gencer, early in February. 


Dinner for 


Coal stoker manufacturers, coal deal- 
ers and stores handling stoker equip- 
ment in Salt Lake City, many of them 
lectrical dealers, united recently in a 
operative i-page advertisement in local 


apers 


The White House of San Francisco 
5 again advertising a special trade-in 
event on radios, all old sets traded in on 
the purchase of new equipment in the 
White House radio department being 
lonated to the blind The sets are 
distributed through “Blindcraft,” a well 
known local organization aiding those 
handicapped through loss of sight. 

* * * 


“Model Town,” an exhibit of model 
ymes on a small scale, formerly ex- 
bited at the San Diego Exposition, has 
recently been on display at the Crescent 
Spokane, Wash. Electrical appliance 


and fixture advertising has tied in with 
this display. 


oa * * 


“Reddy Kilowatt,” a brownie figure 
with a body like a flash of lightning, 
has recently joined the advertising staffs 
of both Pepco of Portland, Ore., and of 
the Utah Power and Light Company of 
Salt Lake City. “Keddy” with his ready 
electric cord and a jingle tells the story 
of low rates for serviceable appliances. 
The Utah company is offermg a $10 prize 
for rhymes about Reddy, which they 
may find adaptable for publication. 


x ci * 


Hardware dealers of Montana recently 
held their 28th annual convention at 
Great Falls, Montana 


* * * 


“Shado-Chasers,” kitchen or bathroom 
lights for $1.95, were offered as specials 
by the Phoenix, Ariz., power company 
and dealers during January. Pin-it-up 
lamps of direct-indirect type were also 
featured at $2.45 


* 


An electric combinaton range at 
$131.15 and a four-burner table-top model 
at $83.75 were January offerings of Seat- 
tle’s City Light department 


* 


Frederick & Nelson, department store 
of Seattle. announces a new coyprighted 
“few-pennies-a-day”’ plan for paying for 
such electrical appliances as range, re- 
frigerator, washer or ironer. No down 
payment and a “few pennies a day” paid 
monthly are features of the arrangement. 
Prices are quoted as 27 pennies a day for 
an electric range, 10 for a washer and 12 
for an ironer. A Homemaker’s party and 
exhibit was held recently in the com- 
pany’s auditorium 


* * * 


Colorado's regional Hardware and Im- 
plement Association convention held in 
Denver late in January attracted an at- 
tendance of about 400 members. 


* * * 


Trade-in sales were to the fore in 
Spokane in January, where Tull & Gibbs 
offered such figures as $15 for your old 
range, $10 to $20 on the old radio. 


* * * 


The Southeast Furniture Company in 
Salt Lake City, located in the Sugarhouse 
district, has taken advantage of its loca- 
tion near the railroad tracks to adver- 
tise another carload sale of electric wash- 
ers. Complete electric laundries, with 
iron and everything included, were 
offered at $49.50. 





“INALIN 





The Lane Appliance Company of Lawrence, Mass., believe in advertising. 
Anybody who misses the fact that they carry Apex washers and ironers, 
as this truck parades around the streets, ought to have their eyes examined. 
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DEALERS’ PROFITS SOAR AS THOU- 
SANDS COME TO WATCH THE MAGIC OF 
HYDRACTOR ACTION... THE MOST SEN- 
SATIONAL SALES-BUILDING FEATURE 
IN WASHING MACHINE HISTORY! 


yee before such a spontaneous, overwhelming reception! In two short 
months the whole country knows Blackstone—talks Blackstone—buys Black- 
stone. 

The 1937 Blackstone Line has new beauty of design—increased utility and 
convenience—added safety features .. . and it is the only washing machine on 
earth employing the new, faster, more thorough Hydractor washing principle. 

The dealer selling the Blackstone Hydractor, has no competition—while 
others are selling just washers, the Blackstone man has complete protection 
and extra profits in selling what women really want most—the easier, faster, 
safer Hydractor washing action available only in the 1937 Blackstone. 

Secure these protected profits for yourself—phone, wire or write for com- 
plete details of the Blackstone proposition. 


BLACKSTONE MFG. CO., INC., JAMESTOWN, N. Y. 


Division of Jamestown Metal Equipment Co., Inc. 


~"\ aN 
. BLACKSTONE 


WASHERS — IRONERS 





BLACKSTONE WASHERS HAVE BEEN MADE CONTINUOUSLY FOR 66 YEARS 
BY AMERICA’S OLDEST WASHING MACHINE MANUFACTURER 
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INVESTIGATE CADILLAC 


Electric Vacuum Cleaners 








Model 141-B 


Motor-Driven Brush 


Model 131-B 


Motor-Driven Brush 


Model 122.F 


Motor-Driven Brush 


Model 106 


Straight Suction 





MARKET COVERAGE 


Pictured here is the Cadillac line of floor 
cleaners—three motor-driven brush mod- 
els and model 106, a straight suction 
cleaner. These, together with 3 models 
of hand vacuums, comprise the Cadillac 
line. No matter what the prospect's re- 
quirements—the Cadillac dealer has a 
model to fill the bill. You don't lose 
sales with Cadillac. 


SALES APPEAL 


For 26 years Cadillac has zealously 
guarded its reputation for producing truly 
quality machines. To produce cleaners of 
Cadillac's calibre at the low prices they 
sell for is a manufacturing achievement. 
When your prospect sees how well built 
they are and the - price tag that accom- 
panies them, you have a sales appeal that 
can't be beat. 


NATIONAL ADVERTISING 


Good Housekeeping, American Magazine, 
Pictorial Review, American Home, Better 
Homes & Gardens, Parents’ Magazine and 
Child Life—these seven leading national 
publications tell 17,000,000 readers the 
desirability of Cadillac ownership and lead 
prospects direct to your door. 


DEALER COOPERATION 


Sales aids that sell—friendly cooperation 
at all times—there’s the team that wins suc- 
cess for Cadillac dealers. Colorful window 
displays, counter cards and mailing pieces, 
imprinted literature, broadsides, blowups, 
window streamers and posters, mat ads 
for local advertising—these, plus any per- 
sonal aid the company can extend to its 
dealers, are available at all times. 


If the tinkle of a busy cash 
register is music to your ears, 
tune in on Cadillac today. 


CADILLAC 


Sold Only by Reliable Dealers and Jobbers 


CLEMENTS MFG. CO. 


6666 So. Narragansett Avenue, CHICAGO, ILLINOIS 
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CARMODY TO CARRY ON 
COOKE'S R.E. A. POLICIES 


WASHINGTON—Policies established 
within the Rural Electrification Admin- 
istration will be continued with little 
change as a result of the resignation of 
Morris L. Cooke and the appointment 
of John M. Carmody to succeed him as 
Administrator. This was made clear at a 
joint press conference held by the two 
men February 18, on the eve of Mr. 
Cooke’s departure from Washington, and 
shortly before Mr. Carmody’s confirma- 
tion by the Senate on February 19. 

In a brief discussion of the problems 
confronting REA, Mr. Cooke pointed out 
that whether or not the agency continues 
to make allotments for generating plants 
on its projects depends entirely upon the 





prices quoted for wholesale power pur- | 


chases. 
and 4 cents quoted the early projects, 
there has been a steady reduction until 
now many cooperatives find it possible 
to buy at less than 2 cents per kilowatt- 
hour. Later, when consumption increases, 
it is hoped that current can be purchased 
for as little as 1 cent on wholesale con- 
tracts. Meanwhile, in cases where the 
wholesale rate quoted is sufficiently high 
to make a generating plant “a good buy,” 
REA will continue to loan the necessary 
funds. 

Loans covering house wiring along 
REA projects have been made in a few 
instances, and a large increase in this 
type of business is expected in the future. 
Such loans are favored because they 
release the new consumer's ready cash 
and permit him to buy appliances imme- 
diately. There have been conversations 
with several farm organizations in an 
attempt to work out house wiring loans 
on a state-wide basis, and it is hoped 
that some such plan can be developed. 

On the subject of distribution costs, Mr. 
Cooke stated that no utility practices 
cost-keeping to the extent that makes it 
possible to tell the exact house of making 
power available to the consumer. This 
is equally true of private and of public 
systems. Such records, he pointed out, 
could be compiled without great difficulty 
since the amount of overhead to be dis- 
tributed is relatively small in the elec- 
trical industry. 

Another problem for the future is the 
development and testing of ggricultural 
appliances. The Department of Agricul- 
ture has done some work in this field. 
and is at present cooperating with the 


From an average of between 3 | 


International Harvester Corporation in a 
study of the subject. This, however, is 
only a beginning. The problem of pro- 
viding plumbing at a cost the farmer ca: 
afford to pay is another unsolved problem. 

The proposal to make rural electrifica- 
tion cooperatives subject to the contr 
of state public service commissions has 
attained considerable proportions, such 
measures having been proposed in ov 
half of the states, according to Mr. Cooke 
Unless it can be stopped, the result wil 
greatly hamper such organizations, whic! 
cannot afford to employ the high-priced 
engineering and legal talent necessary 
defend their plans before such tribunals. 
Regulation of cooperatives, he pointed 
out, is unnecessary since the primary pur- 
pose of regulation is the protection of 


4 


| the consumer, and under the cooperative 


set-up the buyer and seller of power 
are the same. 

In closing the conference, Mr. Cooke 
predicted that the work of the Rural 
Electrification Administration will be 
found to fit in very closely with the 
recommendations to be submitted by the 
informal committee on national power 
policy headed by Secretary Ickes, of 
which he was a member. 


100 Distributors Attend York Meeting 


YORK, PA.—Approximately 100 dis- 
tributors of commercial refrigeration and 
air conditioning equipment from 28 states 
attended last week the annual convention 
at the home office of the Company 
York, Pa. The men were called 
to hear executives of the Company pre- 
sent plans for the coming year with spe- 
cial emphasis on new developments in re- 
frigeration and air conditioning and th 
broad program of advertising and sales 
promotion for 1937. 


Proctor & Schwartz 


Proctor & Schwartz Electric Company, 
Philadelphia, manufacturers of electric 
appliances announce the following addi- 
tions to their sales and home economic 
service staffs: Walter L. Zink of 4447 
Upton Avenue, South, Minneapolis, 
Minn., Miss Gladys Carlson, 701 N 
Michigan Avenue, Chicago, and Miss 
Mildred Rees, 233 S. Sheridan Avenue, 
Minneapolis, Minn. 


Stain Remover Kit New Angle 





That women, particularly younger women, were not well grounded in the art 
of removing stains while washing clothes has been apparent for several years. 
The first washer manufacturer to capitalize on the need is the Voss Bros. 
Mfg. Company, which this spring is selling a kit to housewives as a sales induce- 


ment. 


It contains four stain removal 


uids, a guide indicating the correct 


remover in the treatment of a wide variety of common stains, such as food, 


rust, lipstick, ink, etc. 


A booklet and eye dropper accompany the kit. 


First tryout of the idea took place recently in Voss’ home town, Davenport, 
lowa. Charles Hupfer, floor salesmanager of the Peoples Light Company, de- 


clares that it clicked from the start. 
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1937 is your year for all-round profits! For every 

time you sell an electric range or refrigerator . . . 
you've got your customer to the point where he’s all 
set for a COMPLETE kitchen. 


And in 1937, for the first time, YOU can sell him that 
complete kitchen. Whitehead opens wide the door. 


Homeowner surveys show an enormous pent-up 
demand for modern all-metal kitchens. Here’s what 
Whitehead offers you to meet that demand: 


1. 57 models of Monel cabinet sinks, in sizes from 48” 


to 144”, . . ready to hold your electric dishwasher if 
your customer wishes. 


2. Cabinet tops of Monel, the rust proof silvery wear- 
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forever metal your customers see in all the model 
homes. 

3. A complete line of all-steel wall and base cabinets 
enameled to match your products. 


Your customers are all set to buy these kitchens. Your 
effort, in selling the range and refrigerator, deserves a 
profit from the entire kitchen. And now for the first 
time, you can make that profit yours. 


For full details and the surprisingly reasonable price 
list, write at once to 


WHITEHEAD 


METAL PRODUCTS CO. OF NEW YORK, INC. 
304 HUDSON STREET NEW YORK, N. Y. 


PAGE 91 

















with the help of the 


ProfiTABLE 


a complete 
“PROCTOR APPLIANCE DEPARTMENT” 


Selling appliances is a kind of war. To 
win one you need majors. To win the other 

you need major appliances. But, in 
both cases, you MUST have the infantry. 
Proctor TABLE-LINE appliances are your 
infantry a “dough”-boys of the ap- 
pliance field; a picked company that will 
help you advance to your 1937 profit ob- 
jective! And now they're concentrated into 
one hard-hitting unit, massed as a powerful 
selling force onthe new ProfiTABLE .. . 
a colorful, lighted display, created by an 
outstanding designer exclusively to sell 
Proctor! It merchandises the complete 
Proctor TABLE-LINE of irons, wafflers, 
toasters, as well as the Roast-or-Grille! 
Each appliance is easy to reach for close 
inspection. Space is also provided for 
displaying the Proctor ad - of - the - week. 
Look into Proctor’s strategy for 1937! 

PROCTOR & SCHWARTZ ELECTRIC CO. 

7th Street and Tabor Road, Philadelphia, Pa. 


- 


PROCTOR - 


IRONS * TOASTERS * WAFFLERS 
and ROAST-OR-GRILLE, first Portable Electric Cooker 
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The ProfiTABLE is fur- 
nished without charge 
to dealers, ordering one 
PROCTOR “BALANCED 


DEAL,” a profitable assortment of 
Proctor appliances. Ask your distrib- 








vtor about it, or write to us directly. 
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Review of New Products 


As an added convenience items are numbered — Card for full information on page 102 








lamp economy cooker and warming 
drawer. 

Hartland, E5846, same as Suffield 
without economy cooker and lamp. 

Canton, E5346 4-plate and E5336 
3-plate models equipped with roller 
bearing utility drawer. 

Raleigh, E5046 available with 4 
surface burners and E5036 with 3 
burners. 

Kitchenette, 3-burner model with 
full size oven for small apartment, 
cottage, etc. 

3erkshire combination coal and 


7 FAIRBANKS-MORSE 
Refrigerators 


Fairbanks, Morse & Co., Home Ap- 
pliance Div., Indianapolis, Ind. 
Models: D-4, D-5, D-6, D-6S, D-7; 
DX-4, DX-5 and DX-6. 

Capacities: D Series: 4.37; 5.14; 6.17; 
6.14; 7.11; cu. ft. respectively, DX 
Series: 4.37, 5.14 and 6.17 cu. ft. 
respectively. 





Features: D Series equipped with 

“Conservador”—an inner door that 
electric range available in white or holds food most frequently used 
| G-E lroners ivory finish. on convenient shelves at finger tips; 
Chromalox enclosed units instead new convex type outer door; over- 





General Electric Co., Appliance & 





: leat treseine ‘t: selective = 

of open coil, available at slight ad- sized freezing unit; selective, sim 

Mdse. Dept., 1286 Boston Ave., ditional cost on all models; auto- 5 THOR Ironers plified temperature control; slide 

Bridgeport, Conn. matic timer, kitchen clock, salt and Hurley Machine Co.. Cermak Rood open food compartments ; visible 

Models: AR-12 and AR-13 rotary pepper shaker, are available at small ‘and 54th St.. Chicase, fil thermometer ; interior i —_ 

ironers and AF-5 Flatplate. additional cost.—Electrical Mer- ; sr 1), rr "he compartment for vegetables; Presto 

| ; S : I chandisino, March. 1937 Model: 66ST De Luxe Fold-A-Way trays; self sealing crisper; split 
Description: AR-12 and AR-13 ro- ie aoe with utility cabinet. 


. . : shelf; fruit basket. 
tary ironers equipped with full : 


, “ae hao Description: 26 in. 2-speed roll; twin DX series not equipped with 
floating, 26 in. roll which moves thermostatic heat control and pilot “Conservadors”. Both series porce- 
0 sce ae shoe to roll 110 volt, light to indicate when heat is on; lain interior ; Dulux exterior.—Elec- 
_— watt element ; 1 10 hp. fully finger tip, knee or foot control; trical Merchandising, March, 1937. 
enclosed motor; knee and hand con- 


ironer lifts out of white cabinet 
by lifting up bottom of roll and 
swings to proper ironing position; 
extra utility cabinet gives extra 
1000 sq. in. storage space. Other 
models included in Thor line are 
Model 63ST Fold-A-Way; Model 
67 Stow-A-Way which clamps on 
any kitchen table; 61B, 61S, 61ST 
and 61SL table models, which mav 
be equipped with “lift off” cabinet 


trol; pilot light indicates when 
heat is on; adjustable thermostat 
on AR-13 keeps heat at desired 
temperature; AR-13 equipped with 
table top; one switch on control 
board turns heat on and off; sep- 
arate switches on control board 
control motor and heat on AR-12; 
console type table with concealed 
casters; green lacquer finish; con- 
venient shelf on left folds down- 














cover; and Model 75 for larger 

ward, , homes, which has a 44 in. ironing 

\F-5 Flatplate got a s roll and finger tip control.—Elec- 
sq. in. ironing area; polished alum- trical Merchandising, March, 1937. 
inum shoe contains 2-660 watt G-E 3 WHIRLPOOL Washers 
Calrod heating elements; heat in- 1900 Corp., St. Joseph, Mich. 
dicator in front of shoe tells tem- Models: Whi : . 

; “shes ieypo ser sas Models: uirlpool Classic and 
perature of ironing surface; brushed Maste 
’ . ~ Pers Master. Vv 
aluminum base.—Electrical Mer- ‘ j ‘ 
chandising, March, 1937. Descrip.ion: ( _ = holds 21 gal. 

water to washing line; equippec . 
— with “oiled-for-life” oversize motor ; 8 PROPELLAIR Circulators 


streamlined safety wringer; “Kettle 
Type” base; triple-vane, double 
wing Surgilator; hand-fitting con- 
trols and drain; white porcelain 
finish; Master model finished in 
Dawn Gray, or gleaming white at 
small extra cost; both models 
equipped with self-emptying pump 
at slight additional cost.—Elec- 
trical Merchandising, March, 1937. 


Propellair, Inc., Springfield, Ohio. 
Description: Available in 2 sizes: 22 
and 28 in. and 4 styles: adjustable 
floor model, ceiling, side wall and 
low stand bench or counter model. 
Guards, bases, motors finished in 
dark green morroco enamel, chrome 
inner stems on floor models; 1/20 
h.p. motors in 22 in. models; 1/6 
h.p. motors in 28 in. models; 2 











Vv speeds; switch has “off” position 
between each speed; special mount- 

. ing feature permits tipping tan to 

6 CROSLEY Refrigerators desired angle and locks securely. 

Crosley Radio Corp., Cincinnati, O. Self-locking feature for inner stem 

Models: 18 standard and de luxe on floor model permits instant ad- 

Shelvador refrigerators. justment to desired height; lower 


power consumption: 22 in. Circula- 
tor takes 105 watts on high speed, 
75 watts on low; 28 in. model 
takes 230 watts on high, 130 watts 


2 UNIVERSAL Ranges 


Landers, Frary & Clark, New Britain, 
Conn. 


Features: Electro-Saver—hermetical- 
ly-sealed mechanical unit—uses 
Freon refrigerant; re-designed 
Shelvador increases storage capacity 




















Models: Greenwich, Larchmont, Con- and places food within easy reach; Ps ae ‘ nT $57.50) 
cord, Suffield, Hartland, Canton, automatic interior light; built-in py 110 a at p tigen ae 4 
Raleigh, Kitchenette, and Berkshire. thermometer; Freezomatic _ illu- $72 50) is me ae a oy Po 

Description: Greenwich, No E3246, minated radio-type dial gives 18 “38 a Cheaahanes from $70. for 
equipped with 2 ovens, 19 in. deep; cold-control positions and freezing 110 volt a.c bench models to $88 
utility drawer on roller bearings; speeds; enlarged ice-cube compart- bop S95 cule dic. Gone eae —iiie- 
4 surface unite~—one M1 in, 1500 ments have quick-acting tray re- seteak Merah ndisin M. 1 "1937 
watts; two 64 in. 1200 watts and 4 HOTPOINT Water Hecter — flat-bar type shelves ; — ee ee 
- Ss es oO »xtrz ) > 
Economy cooker, 600 watts, Edison General Electric Appliance ns me pe be / ble J bang — 
oven has 2 open coil oven units, C 5600 WW 7 i] St Chic ) Til torage; rem va c section in 
baking 2250 and broiling 2000 0., 9 - Fy vill ” meeege, . tom shelf for storing bulky foods; 
watts; automatic oven controls; Model: Hotpoint Vogue Cabinette. 6 red Bettleware dessert or salad 
new grill vent; ruby oven signal Description: 30 gal. capacity; rec- cups provided in addition to Shelva- 
lights; porcelain enamel table top; tangular in shape, styled to har- dor glass jars for left overs; Stora- 
aluminum broiler pan; sliding oven monize with Hotpoint ranges and drawer provides space for non- 
shelves; porcelain enamel finish other kitchen equipment; stainless perishable’ foods; ice-tray release 
with modernistic chromium bar porcelain enamel work surface ; gal- loosens trays with twist of key : 
inten tolemmel with tek vanized tank: 7 in. base to conceal crisper suspended on slides beneath 

Larchmont, No E 3146, same as electrical and plumbing connections ; shelf: concealed ventilated front 
Greenwich except lower oven is snap-in type front base cover—no provides cross ventilation; feather- 
changed to warming compartment. screw driver or other tool neces- touch door handle; Dulux exteriors 

Concord, No E2746 cabinet range sary to gain access to valves, etc.; with chrome hardware inlayed with 
with extra large warming closet, white enamel body with 4 in. black blue enamel. 
utility drawer. base. — Electrical Merchandising, Price: From $99.59 to $224.50.—Elec- 

Suffield, E5946, equipped with March, 1937. trical Merchandising, March, 1037 
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No. 561 
10” A. C. Osc. 





2 COMPLETE LINES 


SIGNAL 8" to 16" 


$6.00 to $29.00 List 


COOL SPOT 8’ to 16" 
$3.00 to $19.75 List 
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Finish: Opalescent Windsor Green with fan 
blades to match, cadmium plated guard. 





. - two quiet type fan lines improved 
The "Cool Spot” line offers a new 
You won't experiment, if you 


Bigger values than ever . . 
mechanically and electrically. 
measure of quality at lower prices. 
sell Signal Fans. They are known, tried, proven, and accepted... . 


and backed by a well-rated manufacturer. Complete information, 


prices and discounts upon request. 


SIGNAL ELECTRIC MFG. CO., Menominee, Michigan 


Offices in all principal cities 
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9 FRIGIDAIRE Refrigerators 


Frigidaire Div., General Motors Sales 
Corp., Dayton, Ohio. 
Models: 4 De Luxe; 5 Master and 
1 Imperial “Super-Duty” refrigera- 

tors. 

Capacities: De Luxe models: 5, 6, 7 
and 8 cu. ft.; Master models: 4, 5, 6, 
7, and 8 cu. ft.; Imperial, 2-door, 
134 cu. ft. 

Features: Powered by Meter-Miser ; 
food-safety indicator; 9-way ad- 
justable interior; new instant cube 
release ; portable utility shelf; 2 slid- 
ing super-duty hydrators in De Luxe 
line, 1 hydrator in Master line; 
double-range cold control; super- 
duty freezer; automatic reset de- 
froster; automatic interior light; 
2-way frozen storage compartment ; 
2-way cold storage tray; 3-way slid- 
ing shelf; 2-way multi storage sec- 
tion; full-width sliding shelves; 
wider, roomier food compartment; 
4 zones of cold. 2-door Imperial 
model also equipped with Frigidaire 
Servette, water cooler, and chilled 
rolling pin. Imperial and De Luxe 
line porcelain inside and out; Master 
line Dulux exterior —Electrical 


Merchandising, March, 1937. 
v 





10 MAGIC-AIRE Cleaner 


The Cleveland Suction Cleaner Co., 
1734 Ivanhoe Rd., Cleveland, O. 
Device: No 145 Magic-Aire cylinder 

type cleaner. 

Description: Cylinder 6% in. diam. 
214 in. long. with removable front 
and rear caps of aluminum; front 
cap fitted with 2 latches to remove 
dust bag and rear cap to service 
motor; toggle type control switch 
at rear; convenient carrying handle 
at top; 1/3 hp. high speed, ball 
bearing, Universal motor; 500 
watts, 110 volts; other volts from 
32 to 250 also available; standard 
equipment consists of 8ft. flexible 
braided hose with swivel connector ; 
25 ft. rubber kinkless cord; 2-piece 
extension tube for cleaning floors 
and high places; 11 in. aluminum 
floor tool; round dusting brush for 
furniture, lamp shades, etc.; 8% in. 
brush for wooden floors, etc.; 54 in. 
aluminum cleaning nozzle for gen- 
eral use; deodorizer; 4 oz. can 
Dichloricide; soft rubber tool for 
cleaning corners and blowing pur- 
poses; liquid sprayer; air purifier 
for dispelling odors. 

Price: $49.50.—Electrical Merchandis- 
ing, March, 1937. 
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1 THOR Washers 


Hurley Machine Co., Cermak Road 
and 54th St., Chicago, Ill. 
Models: 53A, 53H, 53L “Gentle 
Hand” washers; 71A, 71L, 71H 

Super-Agitator washers. 

Description: Model 53A _ equipped 
with “Gentle Hand” washing ac- 
tion; Thor free-rolling wringers; 
t hp. standard motor; 8 lb. capac- 
ity; green wringer, cover, base and 
legs, desert sand porcelain enamel 
tub. 

Model 53H same as 53A except 
equipped with Lovell bar safety 
release wringer with high side 
drainboards. 





Model 53L same as 53A except 
equipped with Thor wringer, model 
L bar safety release, automatic re- 
verse of drainboards, automatic 
reset release and special Thor feed 
boards. 

Model 71A, 7 Ib. capacity, 
equipped with 6-vane, aluminum, 
Super-Agitator with graduated 
water levels; Thor Free-Rolling 
wringer; + hp. standard motor; 
desert sand porcelain enamel tub 
and green base, legs and wringer. 

71H and 71L same as 71A ex- 
cept equipped with Lovell wringers. 
—Electrical Merchandising, March, 
1937. 


Vv 


12 WAGNER Fan 


Wagner Electric Corp., 6400 Plym- 
outh Ave., St. Louis, Mo. 
Device: 10 in. oscillating, quiet, pe- 

destal fan. 

Description: Oscillating, quiet, porta- 
ble; can be adjusted to any height 
from 3 ft. 7 in. to 5 ft. 8 in.; curva- 
ture and shape of wide blades de- 
signed to give quiet operation; 
squirrel-cage, induction type motor 
refined to eliminate noises; mod- 
ernistic guard finished in silver 
gray; base finished in ebony black 
and silver gray.—Electrical Mer- 
chandising, March, 1937. 
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13 MONARCH Range 


Malleable Iron Range Co., Beaver 
Dam, Wis. 

Model: FS7KBW Roaster Range. 

Burners: 2-1750 and 2-1000 watt sur- 
face units; 1-1750 and 1-1500 watt 
oven units; plate warmer unit, 500 
watts; roaster unit 1000 watts; ap- 
pliance receptacles 2-660 watts. 

Sizes: 42 in. high; 354 in. long; 26 in. 
wide; height to cooking top 36 in.; 
oven 17x14x184 in.; roaster well 
93x5x16 in. 

Description: Built-in “Hi-Efficiency” 
top roaster is outstanding feature 





of this model ; 10 qt. capacity ; roasts 
fowl, complete meal; bakes etc. ; flat 
porcelain top panel raises and drops 
into slot in back of roaster com- 
partment; illuminated dial oven tem- 
perature control; storage compart- 
ment with utility drawer with plate 
warmer; storage drawer in cabinet 
base; timer receptacle; full white 
porcelain enamel with white switch 
knobs and hardware; chrome pans; 
white electric timer-clock, 2-piece 
condiment set and opal lamp.— 
Electrical Merchandising, March, 
1937. 





14 HOTPOINT Washers 


Edison General Electric Appliance 

Co., 5600 W. Taylor St., Chicago, IIl. 

Models: Puritan, Pilgrim, Pioneer 
and Patriot. 

Description: Pioneer and Pilgrim 
available in standard models with- 
out pump and De Luxe models with 
pump; aluminum “Thriftivator” 
provides 3 washing zones: gentle 
washing at top; intermediate half- 





way down and vigorous, scrubbing 
at tip of blades at bottom. 

Pilgrim, 8 lb. dry clothes capac- 
iy heavy duty Lovell wringer with 
2¢ in. soft rubber rolls; white por- 
celain enamel inside and out. 

Pioneer, 6 lb. capacity; Lovell 
wringer with 2 in. rolls and side- 
snap release; green porcelain finish. 

Puritan, 9 lb. capacity; Lovell 
de luxe wringer with automatic 
flume under wringer to direct water 
into washer; push-pull safety pres- 
sure release bar; white porcelain 
enamel tub, white lacquer skirt 
with decorative cadmium band and 
decorations. 

Patriot, double tub spinner, 8 Ib. 
Capacity; spin-basket rotates at 
about 870 r.p.m.; automobile-type 
clutch drive and automatic brake; 
holds full tub load; mottled green 
vitreous porcelain enamel tub. 

h.p. G. E. motor, rubber mounted. 
—Electrical Merchandising, March, 
1937. 





15 COPELAND Refrigerators 


Copeland Refrigeration Corp., Holden 
Ave. at Lincoln, Detroit, Mich. 

Models: 737 and 937 

Capacities: 7.10 and 9.01 cu. ft. re- 
spectively. 

Description: Both models equipped 
with 4 large shelves (1 sliding) ; 
1 tilt shelf; four-in-one food file; 
tray lifter; Model 737 had 3 ice 
trays (1 double, 1 Flexo); Model 
937 has 4 trays (2 double, 1 Flexo) ; 
both models porcelain interior; 
Alkemik exterior.—Electrical Mer- 
chandising, March, 1937. 


¥ 
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16 NESCO Roastmaster 


National Enameling & Stamping Co., 
Milwaukee, Wis. 

Device: New 1937 Nesco Roastmas- 
ter line. 

Features: New steam cooker available 
for large Roastmaster, Junior 
Roastmaster and the casserole in- 
creases full-meal roasting capacity ; 
new smokeless, spatterless broiler 
unit; new stainless steel insulated 
cover, signal light control knob 
with “off” position and “browning 
control”; Nesco “one-lift” pan set 
in stainless porcelain enamel is also 
available; bake rack and cooky tin; 
matched utensils—Electrical Mer- 
chandising, March, 1937. 
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20 UTICA Air Conditioners 
tica Radiator Corp., Utica, N. Y. 
Description: Operates on Hydro-Air 
System of washed air control; 4 
standard sizes, each capable of 
variable capacities by adjustment; 
line ranges from 500 c.f.m. to 5400 
fm. and from 7500 to 480,000 
b.t.u. heating capacity and from 14 
to 20 tons cooling capacity; can 
be installed to serve one cycle of 
— range yfnce A op. emg in current consumption; 4 styles < 
ee oe ee ee oc 1 mounting: ceiling, wall bracket, 
init of heating, cooling, humidify- 


-ounter or adjustable floor column. 
ng, dehumidifying, circulation, in- coun 
duet er 22 HOTPOINT Ironer 24 


25 EMERSON Circulators 
The Emerson Electric Mfg. Co., St 


Louis, Mo. 

Vodels: Improved 3-blade type air 
circulators. 

Description: 24 and 30 in., 2-speed 
models for a.c.; and 24 and 30 in. 
l-speed models for d.c.; highly 
polished formed aluminum blades 
give quieter operation and greater 
breeze penetration without increa 
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ction of outside air with washed in. eg a van “eee ro 
ae r - , . . mains a -blade tan.—é£lectri 
17 GREIST Lam Edison General Electric Appliance Co., ied Yt 027 
p 5600 W. Taylor St., Chicago, Ill Merchandising, March, 1937. 
sch Wie ‘ pee _ o . 
Greist Myg. &« vew Haven, Conn. Model: Priscilla De Luxe. 
fod \ OF ewinging arm lar . : : 
Model No. 197 swinging arm, clamp Description: 26 in. floating roll moves BY = 4 
lam] to shoe, not shoe to roll as in other < <M 
Description: Statuary bronze or gun- rotary ironers; 110-volt 1320-watt Var 
n with silver plated trim; heating element; adjustable ther- * 
tr g ( luminaire mostat; separate switches on control ’ 
Price: $ Monch adele board control heat; pilot light indi- Fe, aa 4 
Ma 1937 cates when heat is on; safety release [~n¥ aa 
under ironing table removes pres- \|_ Oy | | 
v sure between roll and shoe; 1/20 4 > NOY 
h.p. fully enclosed motor; console ‘ \ Ly 
type table with concealed casters \S '\ a 
and convenient shelf on left side CXS oP S 
rel i wre T mat . 
rol is acquired; Turbinator that folds downward.—Electrical QO) >>" \ 
ature throws 2 sprays—a heavy Merchandising, March, 1937. a es 
his . ] 1 " - 
i Washing spray and a Siow mov- Vv 
g mist spray; Aqualute, a special | 
pering spiral passage scrubs and — 
ws down velocity of washed air 
minating all entrained moisture 
ree water; cold water storage 
reserve as part of Hydro-Air Sys- Vv 
} ++} +; “ 
m may be used with fractional 
refrigerating counpreseor; sin- 26 UNIVERSAL COOLER 
gle + hp. motor, rubber mounted, Refrigerators 
lrives entire unit through inter- 
changeable pulleys and V-belts.— Universal Cooler Corp., Detroit, Mich. 
Electrical Merchandising, March, Models: “5” Plus, “6” Plus and “7 
18 FRIGIDAIRE Water Coolers 1937. v Plus. 
Frigidaire Diz eneral Motors Sales 21 NORGE Gas Burners Capacities: 5.23, 6.51 and 7.46 cu. it. 
Cos Naws . : , ‘ respectively. 
p., Dayton, Ohio. Vorge Heating and Conditioning Div., Ps Vegi - 
Mi deis W P ZA pressure ty pe al d } ra-U arner ¢ orp Detroit Vich Description: Satety -zone thermom- 
B-2A, bottle type for home and J iecieate deen eins, fe eter ; automatic electric light; green 
. Levice ssl vas D “rs 10 on a 
offi ise een te an ype ga , crisper; tray lifter; rubber grid; 
Description Powered by Meter- Megane al espe 2 ; , 23 ARROW Heater Switch double depth freezing space; “Life- 
} , 4 - ' ; Description: Positively controlled heat time” current saver unit: Freon-12: 
Miser; cools 14 gal. (50 cups) per 1 é' : st dR. aah The A -H > H Elec- ave a whe 
} On + 50 d , plus complete combustion have 1@ Arrow art © egeman Liec Models “6” Plus and “7” Plus 
1. trom Gv tO ww Gegs.; provides been achieved in these burners; tric Co., 103 Hawthorne St., Hartford, paeit : ac 
storage of half gal. cool water for motor-driven blower creates pres- Conn. equipped with Handy Door for fruit 
immediate consumption; bottle-type sure within burner higher than that . =: and canned goods; Down Dratt 
cooler accommodates 24 or 5 gal E200 “ 1 i yl nappies Device Silver Break a.c. heater “Double” cooling retains natural 
bottle; easy-action, no-drip faucet— oe ag be. a ‘ae. switch. food flavors; porcelain interior, 
; ° ~ coming eatne ODStTaCIeS ; ow- . ° P i — ry pies? 
push button type; Model WP-2A, burning gas pilot with control Description: Modern, compact, fully baked lacquer exterior.—Electrical 
pressure type for permanent instal- operates in 6 seconds to cut off gas enclosed in poreclain or Bakelite; Merchandising, March, 1937. 
lation, finished in white Duco; : , oe 4 and 8 positions; 2 and 3 wire 
- . . supply should pilot light go out; 
chrome fittings, black porcelain 3-step starting gas valve; outside balanced load; 3 heat, D. P. or 
ase omplete ready fe onnec ; * ; . : : 5s. P. Seri > 2 pr con- 
base ; complete re ady for connec pilot lighter and gas pressure reg- S. P. Series Parallel and other con 
tion to city water pressure system; ulator: low voltage thermostat for nections; single hole fixing or yoke 
also available in bronze finish ani wirlas me etew tentemen mounting optional; handles avail- 
Portable model B-2A finished in Norge gas burner is also avail- able in variety of colors to match 
bronze or white Duco; no plumb able in combination with Norge finish of ranges—Electrical Mer- 
ing connections required—plugs into Fine-Air Furnace, providing com- chandising, March, 1937. 
Ne yus eres He ce ‘ine-Ai ace, ing 
M ke 1037 rical ~=Merchandising, plete heating and air conditioning v 
ar 13 ! 
. 1, we single unit; gas burner is en- 
¥ closed within furnace, occupying 


floor space of 40 in. wide and 68 in. 
long; simplified duct system elim- 
nates many pipes and joints; Fine- 
\ir unit provides air circulating 
system for even heat distribution 
without draft to all rooms of house; 
ir filtering system removes 95% 
impurities ; adjustable humidify- 
ing unit automatically vaporizes 2 
to 16 gal. water per day.—Elec- 
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27. TELETOUCH Magic Ball 


Teletouch Corp., 37 W. 54th St., New 
York City 


trical Merchandising, March, 1937. 








Device: Window display controlled by 
19 BELDEN PI 24 SPRING-ACTION Plug radio waves surrounding crystal. 
Nie Allied Mercantile Co., Irvington, N. J. Description: Resembles fortune tell- 
Belden Mfg. Co., 4689 W. Van Buren Device: “Spring - Action” bakelite er’s crystal; when a person af 
St., Chicago, Ill. plug for appliance and lamp, cord- proaches window, magic ball becomes 
Device: New Streamlined unbreakable sets; blades and wire built to with- transparent revealing a om 
soft rubber plug in small size only stand tremendous pull; twisting 54 i diam. with spotlight s aa 
for use with lamps, radios and other wire will not shortcircuit plug; on it; small appliances can be dis 
appliances available in standard as- may be used in 5-way outlets.— played in this manner. ; 
sortment of celors.—Electrical Mer- Electrical Merchandising, March, Price: $125.—Electrical Merchandis- 
chandising, March, 1937 1937. ing, March, 1937. 
El 
PAGE 96 


MARCH, 1937—ELECTRICAL MERCHANDISING 




















. we 
wir - J: e M 
nerel 58) 
ve Ge ref 
copel® wich- 
petro+ ? 
ur. uobeo 
pes 
ke ° 
| of 
copelene?s iene 
yzeabdle g0° 
Ss to a 
u nav 
erly 
ie 
ues i 
H 75 l tez th 5 
@ You don’t need a big bankroll to handle the 1937 Copeland line 
of refrigerators. 
~ Our new floor financing plan attaches far greater importance to 
t your personal reputation than to the “net worth” figure on your 
- balance sheet. 
n 
. And so we invite letters, such as the one above, from reputable 
- dealers everywhere —from dealers who want to grow with Copeland, 
; 
it 
F New discounts, a big national and local advertising program and 


a new and bigger line of strikingly beautiful models, each refriger- 





ated by the famous Copeland twin-cylinder compressor, are attract- 


ing scores of new dealers to Copeland these days. 





To learn what Copeland will do for you—how Copeland will help 





you make profits, write TODAY to J. D. McLeod, General Sales | 





Manager, Copeland Refrigeration Corp., Detroit, Michigan. 


There are substantial profits, too, for commercial refrigeration dealers in the sales 
of Copeland Commercial Heavy-Duty Refrigeration Units, thousands of which are 


purchased annually by restaurants, soda fountains, dairies, hotels, markets, hospitals. 


COPELAND 


: REFRIGERATION CORPORATION. DETROIT, MICH. 


A DALLAS E. WINSLOW INDUSTRY 





PIONEER MANUFACTURER S O F REFRIGERATION 
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28 GRUNOW Refrigerators 


General Household Utilities Co., 2638 
N. Crawford St., Chicago, Ill. 
Models 53-W, 63-W, 58-WD, 67 
WD, 68-WD, 68-WSD, 83-WSD. 
ope ul Features Aerator deodorizer : 
interior light; rapid freeze position 
n control; thermometer on models 
67-WD, 68-WD, 68-WSD, 83- 
WSD; Carrene retrigerant; capaci- 
tor type motor. Model 53-W equip- 
ped with 2 round dishes, 1 water 
bottle, small separate vegetable pan 


Model 63-W same as 53-W with 
evaporator door in addition. 58-WD 
same as 63-W with mezzanine shelf 
and sliding “Serve-Shelves.” 67- 
WD equipped with 2 round dishes, 
water bottle and hydrator pan. 68- 
WSD and 68-WD equipped with 1 
oval dish, 2 round dishes, water 
bottle, sliding vegetable pan, fruit 
basket, mezzanine shelf and sliding 
‘Serve-Shelves” 83-WSD same as 
model 68-WSD and 68-WD with 
foot pedal, porcelain interiors; Gru- 
now De Luxe exterior.—Electrical 
Merchandising, March, 1937. 





29 WESTINGHOUSE 


Fans 
Westinghouse Electric & Mfg. Co., 
Vansfield, O 
Models Power-Aire, Master-Air 


Standard A. Oscillating, Frost. 
aire and Whirl-aire models. 


Description Power-Aire models 
available in 10, 12 and 16 in desk, 
bracked or floor models; equipped 
with air-cooled, streamlined capac- 
itor motors, increasing “pickup 
speed” and minimizing hum and 
vibration ; Micarta overlapping 


blades; floor model has cloverleaf 
design base, column adjustable to 
4 heights; bronze finish. 
Master-Aire models available in 
12 and 16 in. desk and bracket 
models—no floor models in this 
line,—finished in black baked on 
enamel, has most of the features 
found in Power-Aire line. 
Standard A.( Oscillating fans 
in 8, 10 and 12 in. sizes, “satin 
black” finish; equipped with Mi- 
carta blades, standard air-cooled 
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motor, enclosed, drip-proof oscil- 
lator, positive-action slide contact 
switches; 12 and one 10 in. model 
has 3 speeds; 8 and one 10 in. 
model has one speed. 

Frost-aire, 10 in. oscillating fan 
in desk or floor design; two-tone 
bronze fan with l-piece pressed 
steel blade, modernistic design, 
fully enclosed drip-proof  oscil- 
lator; floor model finished in 
bronze and silver adjustable to 4 
heights. 

Whirl-aire fan for commercial 
use completes line available in 
counter and floor models; “ultra 
quiet” blades, streamlined motor 
housing.—Electrical Merchandising, 
March, 1937. 


v 





30 COROAIRE 


Conditioner 


The Corozone Air Conditioning Corp., 


Clez eland, VU. 


Device: Coroaire “Roll Around” 


Komfort Kooler. 


Description: Cools, de-humidifies, cir- 


culates, filters, cleanses, deodorizes, 
purifies, revitalizes air; available 
in 7 and 14 ton capacities, air 
cooled; no drain or plumbing in- 
stallation; special features include 
Corozone lonizer and air purifier, 
spun glass filter, smoke exhaust 
to discharge smoke; ? ton model 
has 10,000 B.t.u.; 41 in. high, 38 
in. wide; 14 ton model has 20,000 
B.t.u.; 464 in. high; 42 in. wide 
walnut finished wood cabinet, in- 
sulated.—Electrical Merchandising, 
March, 1937. 


v 





31 STERRO Washer 


Vidrio Products Corp., 
3920 Calumet Ave., Chicago 


Device: “Sterro” portable washer for 


home, nursery or hospital use. 


Description: 2 \b. dry clothes capac- 


ity; weighs approximately 20 Ib.; 
may be stored in space 16x16 in.; 
air-cooled motor operates on 110-125 
volts 60 cycle, a.c.; green porcelain 
enamel tub and cover.—Electrical 
Merchandsing, March, 1937. 


Review of New Products 


As an added convenience items are numbered — Card for full information on page 102 
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32 SPARTON Refrigerators 


Sparks-Withington Co., Jackson, 
fich. 


Models: D-747, D-617, D-947, D-467, 


S-747, S-617, S-467. 


Capacities: 7.2, 6.2, 9, 4.6, 7.2, 6.2 and 


4.6 cu. ft. respectively. 


Description: Electric clock with sil- 


ver dial on outside of cabinet; 
automatic defrosting controlled by 
clock; Sparton Thrifter-storage 
space or door fitted with 6 ebony 
topped glass receptacles; built-in 
vegabin, accessible without open- 
ing food compartment door; deep 
defrost trays; evaporators in satin 
aluminum—with fast freezing shelves 
or in white porcelain; rubber grid 
trays and double depth dessert 
trays; glass crispers in most de- 
luxe models; thermostatic tempera- 
ture control; 12 freezing speeds; 
porcelain interior; black base and 
trim on vegabin, clock and escutch- 
eon—trim also available in red or 
green. Designed by Onnie Mankki, 
Designers For Industry, Inc.— 
Electrical Merchandising, March, 
1937. 





33 G-E Washers 
General Electric Co., Appliance & 


Mdse Dept., Bridgeport, Conn. 


Models: 4 wringer and 2 spinner-dryer 


washers. 


Description: All models equipped with 


new-type 3 blade, aluminum Ac- 
tivator—blade contours begin just 
above water line and extend to 
bottom on gradually accelerated 
radius providing gentle washing 
action at top, intermediate zone 
half-way down and vigorous wash- 
ing at bottom ; t hp. G-E “cush- 
ioned-power” motor. 

Model AW-27P, 9 Ib. capacity; 
equipped with new streamlined, 
Lovell “Monotrol” wringer; fric- 
tion-drive, impeller-type pump; 
round steel skirt white with cad- 
mium plated trim band; aluminum 
wringer, white wringer head. 

Models 2-G and 3-G spinner-dryer 
washers 8 lb. capacity; equipped 

with spin basket that rotates at 
about 870 r.p.m.; driven by auto- 
mobile type clutch and automatic 





brake; holds full tub load; green 
vitreous porcelain enamel tub. 

AW-23-P wringer model, 8 Ib. 
capacity; equipped with “One Con- 
trol” G- E wringer. 

AW-19P, 6 Ib. capacity ; equipped 
with Lovell wringer with 2-in. soft- 
rubber rolls. 

AW-22P, 7 lb. capacity equipped 
with “One Control” G-E wringer. 

AW-20, AW-22, AW-23 and G-3 
are also available with Briggs & 
Stratton 4-cycle gasoline motors. 
—Electrical Merchandising, March, 
1937 


v 








34 JEWETT 


Refrigerators 


The Jewett Refrigerator Co., Inc 
Y 


Buffalo, N. 


Model: 80. 


Description: 8 cu.ft. capacity; over- 


sized; has 2 separate compartments ; 
upper humidified compartment, 2 
cu.ft. capacity for storage of fresh 
vegetables directly above cold stor- 
age compartment, which operates 
at 15 deg. temperature—can be used 
for cold storage of food or for 
freezing ice cubes; self-closing door 
seals it from upper compartment 
and main storage compartment; 
equipment consists of 6 glass cov- 
ered jars on rotating tray; alum- 
inum tray directly beneath freezing 
coils extends full width and depth 
of refrigerator; 3 metal vegetable 
baskets; 4 metal ice cube trays, | 
rubber tray, 1 deep dessert tray; 12 
pt. cold control defroster; 15 watt 
automatic light; Dulux finish— 
Electrical Merchandising, Marc! 
1937. 
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35 6-Volt WINCHARGER 


Wincharger Corp., Sioux City, lou 


Device: 6-volt De Luxe Wincharge 


formerly sold only to purchasers ‘ 
6-volt farm radios with coupon f 
$15 will be sold through dealers at 
retail price of $25 to make Wi! 
chargers available to present ba‘ 
tery-set owners. Former coup 
practice will also continue—Ele 
trical Merchandising, March, 193 
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ENTHUSIASTIC RECEPTION FOR THE 


BEST REFRIGERATOR DEAL ¢¢ 1937 
ves ana eLacsdre TOO! 


BETTER GET ALL THE 























36 PRESTO 

Tray Re dth, ji - | 
Inland Mfg. Div. General Motors / a (@) if Oda Y 
7" Corp., Dayton, Ohio . : y it i eet 


Device: “Presto” fast freezing tray 
for mechanical refrigerators. 

Description: Combines “magic-finish” 
metal pan which prevents sticking 
and freezing-in and new _ rubber 
grid; free from levers, handles, 
cams; tray slides out of evapor- 
ator instantly; slight pressure of oo te - 
hands on rung of tray’s contour re- wemeeeren 8.7%, * 
leases cubes.—Electrical Merchan- * 
dising, March, 1937. 
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37 READWELL Chair 


Showers Bros. Co., Bloomington, Ind. 

Device: Lighted wing chair available 
in three models: Early American 
(green frieze), 18th Century (green 
damask) and Modern (leather).— 
Electrical Merchandising, March, 
1937. 








400% increase over last year — that is the record of 
Universal Cooler sales at their first 1937 showing! Interest is 
even greater now! 

These new Deluxe Quality Universal Coolers are sold | 
direct — Exclusive — one dealer to a city! You can increase 
your volume AND your profits with this famous 15th Anni- 
versary line, a style and model for every need. 

Real sales oppeal —the new flavor-retaining Down Draft 
“Double” Cooling; Real eye appeal—modern styling in 
the most friendly manner; Economical operation and long 
life —with the famous current saver Life-time unit; More ice 
— quicker. Read what large Direct Outlets have said in ! 
their own ads — 

“One of the most noiseless refrigerators ever manufactured; 

can hardly be heard at all!” a! 

“A Bold Desire Fully Reatized — an Electric Refrigerator that 

incorporates all the good points, eliminates all the bad — 


offered free from the great expense burden of Distribution, 
National Advertising, and Administration!" 












































38 DEXTER Washers 
The Dexter Co., Fairfield, lowa. 


Models: Fastwin, Thriftwin, Century, 
Speedex, Defender, Ace and Trump. 

Features: Fastwin and _ Thriftwin, 
double tub models with Dexter l. ‘ 
French type agitator in each tub; Wire or Write 


other models single tub washers : 
with Dexter French type agitator ; UN IVE RS A OOL FE R 
Red Head Gasmotor or power pul- | DETROIT + MICHIGAN 

ley as well as electric motor.— 


Dexter-built Imperial “Roll Stop” 
wringers; new full jeweled super- 

Electrical Merchandising, March, Or in Canada, Universal Cooler Co. of Canada Ltd., Brantford, Ontario. 
1937. 


No matter how large or how small your store is you car 
benefit through the Universal Cooler 1937 Complete- 
Coverage program. 











quiet transmission ; all models are 
available with Briggs & Stratton 
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Listed as standard Certified by Appliance cord sets 
by Underwriters’ Electrical Test- tested and approved by 
Laboratories ing Laboratories Good H eping 

Institute 


100 





ie. oe 


This is the new Belden Unbreakable Soft 
Rubber Plug. Its 
design was created by Raymond Loewy. 


modern streamlined 





IT'S CUCKOO TO HAVE 


Many a grandfather’s clock has been ticking away ever 
since grandfather’s time. So what’s the advantage of a 


CORDITIS 


modern electrical clock if it has Corditis? 


Modern clocks aren’t afflicted if they’re equipped with 
Belden Electrical Cords. Belden Cords prevent Corditis— 
keep clocks on time—keep all types of electrical equip- 


ment constantly in service. 


Specify Belden Cords on the merchandise you sell. Up- 
to-date manufacturers are using them to prevent Corditis 


—to insure customer satisfaction—and to save you costly 


service calls. 


Belden Manufacturing Company, 4663 W. Van Buren Street, Chicago 


= ELECTRICAL CORDS 


Millions of appliance users are learning the story of 
Corditis from regular advertising in these magazines. 
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Review of New Products 
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39 SPELL-O-LIGHT Sign 
Besbee Products Corp., Trenton, N. J. 


Device: Sign spells out message by 
letter, syllable, word or complete 
phrases at any speed, placing em- 
phasis where needed; sign com- 
prises any number metal box units 
each a complete one-letter sign in 
itself, electrically and mechanically 
coupled by pushing them together ; 
no wiring required; removable 
translucent letters available in sev- 
eral colors.—Electrical Merchandis- 
ing, March, 1937. 


bf 


40 RAY-O-VAC Unit Cells 
Ray-O-Vac Co., Madison, Wis. 

Device: Armor Top Unit Cells. 

Description: Armored top has been 
added to Ray-O-Vac flashlight unit 
cell to give added protection over 
wax seal; packed 48 in handy dis- 


penser.—Electrical Merchandising, 
March, 1937. 


v 





41 TELETOUCH Ray 


Teletouch Corp., 37 W. 54th St., New 
York City 

Device: Self-contained phototube re- 
lay in which light source and photo- 
tube are mounted, no_ separately- 
mounted light source is required; 
simply plug in socket and aim unit 
in direction desired where passing 
objects will ring bell or perform 
any electrical operation desired— 
Electrical Merchandising, March, 
1937. 
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42 EMERSON Furnace Blower 


The Emerson Electric Mfg. Co., St. 
Louis, Mo. 


Device: New line of direct drive 
package unit furnace blowers. 

Description: 3 sizes with maximum 
free air deliveries as follows: No 
14, 1100 c.f.m.; No. 17-E, 1420 
c.f.m.; No. 30-E, 2600 c.f.m.; No 
50, 4950 c.f.m.; special design biow- 
er wheels mounted directly on motor 
shaft; 17-E and 30-E shipped com- 
plete with Dustop filters; No. 14 
shipped complete with 2 20x20 in 
Dustop filters, 2-speed snap switch; 
red finish with black trim.—Elec- 
trical Merchandising, March, 1937. 
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FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 





Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and shoot it in to us. We will do the rest—and there's no cost to you 








No. l. American Beauty 
Washer 1937 Promotion 
Ready: Getz Washer Company 
has sales promotion and dealer 
broadsides ready on its 1937 line 
of American Beauty Washers and 
lroners. 


No. 2. Frigidaire has issued the 
“1937 Spring Plan Book on Pa- 
rade” describing in detail the 1937 
line of household refrigerators. 
Contains also literature on the 
new Frigidaire household water 
cooler, with price lists, recipe book 
and other data, outlining sales ac- 
tivities for dealers. 


No. 3. Consolidated Air Con- 
ditioning Corp. has published 
a booklet “Consolidated Odor 
Absorbers in Air Conditioning’, 
covering the cost of operating an 
air conditioning system; showing 
savings that’ can be made, etc. 
Educational as well as instructive. 


No. 4. The story of “Speed 
Queen Washers & Ironers” 
(Barlow & Seelig Mfg. Co.) is 
told from “A” to “Z” in an at- 
tractive 64-page handy-size book 
which combines the elements of 
sales manual and catalog in inter- 
esting, readable form. 


No. 5. Apex-Rotarex Corpora- 
tion publish a swell little dealer 
house organ which is done in a 
business-like way for busy retail- 
ers bent upon boosting appliance 
business. There’s room on the 
mailing list for you. 


No. 6. Kelvinator has two new 
attractive consumer folders, Kel- 
vinator steps ahead with the “Bet- 
ter Washer” and “Better Meals— 
Kelvinator Electric Ranges.” Both 
are convenient size for mail en- 
closure, package stuffer and over- 
the-counter distribution. 


No. 7. The Mercoid Corpora- 
tion has issued a folder describ- 
ing two interesting display panel 
stands to further the sale of ““Mer- 


coid Control.” Everyone handling 
these products should have one of 
these stands, which, the folder says 
may be had free of charge by 
simply paying for the controls 
mounted thereon, at regular trade 
prices. The folder, together with 
new price schedule now in effect 
will be mailed free. 


No. 8. Westinghouse has re- 
cently issued a small folder pro- 
moting laundry equipment for 
dealers to use. It pictures the lead- 
ing models of washers and ironers 
and gives a short non-technical 
story on the various features. 
Space is provided for the dealer 
imprint. These laundry promo- 
tional peices can be used either as 
a straight hand-out, envelope 
stuffer, or over the counter. 


No. 9. Westinghouse Electric 
Range Help: “An invitation to 
Happier Living” is the title of a 
new, colorful, 16-page booklet just 
completed by the Range and Water 
Heater Department, describing the 
features of the 1937 Westing- 
house range line. This “Pictur- 
izer,” as it is called, gives specifi- 
cations ot new Westinghouse 
ranges, contains valuable sales 
features based on a recent na- 
tional survey conducted to deter- 
mine what women want in an 
electric range. Can be used as 
combination sales promotion piece 
and catalog. 


No. 10. The Wagner Fan 
“Family has been increased by 
a number of important new types 
and items described in the 1937 
Wagner Fan Bulletin No. 183 
recently released by Wagner Elec- 
tric Corp. Put this down as a 
“want” item if you’re going to put 
plenty of sales breeze behind fan 
sales this year! 


No. 11. Voss Consumer Sales 
Plan: Voss Bros. Mfg. Co. has 
introduced a plan to up washer 
business “with profit” for the 
dealers. The plan has five desir- 
able objectives that ought to be 
of interest to every washer dealer. 
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It features the “Voss Stain Re- 
mover Kit,” “National advertising 
to 15 Millions,” and other inquiry 
getting and sales making aids. 


No. 12. The Jewitt Refriger- 
ator Co., Inc., has ready for in- 
terested dealers a special loose-leaf 
presentation which tells the com- 
plete story of the Jewitt 3-Com- 
partment, 3-Temperature Refrig- 
erator. Contains specimens of liter- 
ature, replacement-contract, etc. 


No. 13. 1900’s Franchise: The 
complete details of the Nineteen 
Hundred Corporation’s new 1900 
Whirlpool Washer dealer fran- 
chise and sales promotion plan will 
be forthcoming by checking the 
number on this item. 


No. 14. Samson-United Corp. 
has the complete story of its “Safe 
Flex” rubber-bladed fans ready 
for those interested in 1937 fan 
merchandising. This story and 
sales promotional material, national 
advertising, etc. will be sent free. 


No. 15. Store Fronts are being 
streamlined, “marcelled,” and 
generally modernized these days. 
Those retailers interested in hav- 
ing their stores’ faces “lifted” will 


get a load of helpful information 
in the “Zouri Portfolio of Store 
Fronts” just issued by “Zouri 
Store Fronts.” Contains 15 de- 
signs illustrating the use of Zouri 
Rustless Metal Store Front con- 
struction. 


No. 16. Victor Electrical 
Products, Inc. have just issued 
a new catalog of the 1937 Victor 
Fan Line which combines the 
features of the catalog with the 
sales manual. This ought to be 
a useful sales “tool” to retailers 
who are planning fan promotion 
for what looks like the biggest 
fan season the industry has known. 
Free upon request, 


No. 17. A.B.C. Window Dis- 
play: Eye appeal gained through 
action is featured in the colorful, 
new floor and window displays 
offered to A.B.C. dealers by 
Altorfer Bros. Company. For in- 
formation about this display check 
this item. 


No. 18. “ABC Laundry Cost 
Chart”: A new idea in sales 
helps! Handy “quick calculator” 
which shows the difference be- 
tween having the washing and 
ironing done outside, and doing 
it in the home. 


MORE ON THE FOLLOWING PAGE 
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FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 





Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and sheot it in to ws. We will do the rest—and there's no cost to you 








No. 19. “ABC” Folder: Altor- 
fer Bros. Company has issued a 
new “ABC Full Line Circular 
for 1937”a handy piece for mail 
enclosure, hand out and bundle 
stuffer, emphasizing “ABC Sav- 
ings” in colorful form. 


No. 20. Pioneer Gen-E-Motor 
Corp. has released two new effec- 
tive consumer folders on “Red 
Top” Gas-O-Sectric for A.C. & 
D.C, and combination A.C.-D.C. 
power plants. These pieces tell a 
big story in a few words. They 
fold down to envelope enclosure- 
size for use in the marts, packages, 
and as hand-outs. 


No. 21. Propellair, Inc. have 
a new consumer folder describing 
their 1937 Propellair Circulator 
Fans for wide use, commercially 
and otherwise. In addition to this, 
trade catalog and particulars will 
be sent upon request. 


No. 22. G. E. Fans: General 
Electric has put the story of its 
1937 fan products policies and 
plans into a portfolio “Fan Profits 
are in the Bag.” If you want a 
peep into this portfolio it can be 
arranged by simply checking this 
number on the card. 


No. 23. The Dexter Company 
—Dexter Washers— is putting 
steam behind its 1937 sales pro- 
motion. In addition to consumer 
advertising in 16 magazines, a 
farm paper campaign in leading 
state farm papers, it is offering 
its trade representatives a complete 
set up of literature and extensive 
dealer help material. 


No. 24. Automatic Heating is 
on the up and up, and Penn. 
Electric Switch Co. are contribut- 
ing to the impetus with smart 
selling helps. Latest is the “Com- 
fort Card” moving chart. A flip 
of the finger shows how inside 
temperatures vary with those out- 
side but how the “Comfort Zone” 
is always 70° with equipment 
fitted with Penn controls. Get 
the chart—its free. 


No. 25. Victor “No-Draft” 
Fans are fully pictured and de- 
scribed in the new 1937 catalog 
of Victor Electric Products, Inc. 
Dealers planning their forth- 
coming sales promotion on ven- 
tilating fans will want a copy 
of this catalog at their elbow. A 
check on this number brings it 
without obligation. 


No. 26. “Diamond H” Heat 
Control Devices are described in 


MORE ON THE PRECEDING PAGE 
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Bulletins issued by the Hart Mfg. 
Co. Marking this item brings 
them, together with engineering 
data. 


No. 27. Porcelain Enamel. 
Not all distributors and dealers 
in electric appliancedom appre- 
ciate the sales-clinching argument 
in good porcelain enamel. Every 
one ought to have the story at 
his finger-tips. Those who do 
want it can get it without charge 
in the form of a free sales 
manual, by notating the number 
on this paragraph. Compliments 
of the Porcelain Enamel Institute, 
Inc. 


No. 28. Robbins & Myers have 
available the latest R. & M. fan 
catalog, picturing and describing 
an all-new, all-improved line of 
R. & M. fans. No charge. 


No. 29. Peerless Fin Coils 
—Products of the Peerless Ice 
Machine Company, are pictured 
and described in a catalog avail- 
able for refrigeration dealers, 
service men and others who may 
be interested. Besides valuable 
information on Peerless Fin Coils 
there is useful data on flash 
coolers, unit coolers, air condition- 
ing coils, household evaporators, 
and other low-side equipment. 


No. 30. If you're interested in 
heating unit design and heating 
elements made of “Chromel” you'll 
want a copy of Hoskins Mfg. 
Co.’s “Catalog K” which tells the 
complete story. 


No. 31. MHot-Point’s New 
Cabinette Water Heater is de- 
scribed, with the various sales 
promotional pieces now available 
to the trade, in a colorful broad- 
side captioned: “Proved and Ap- 
proved.” A copy is ready for 
dealers interested in the timely 
development of electric water 
heating. 


No. 32. Thor Washers & 
Ironers (Hurley Machine Div. 
Electric Household Utilities 
Corp.) have a smashing broadside 
that serves also as a window 
poster, telling pretty much the 


entire Thor story of 1937 prod- 
ucts, plans and policies. Circle 
this number if you want this 
broadside (entitled “A Swing to 
Thor—That’s the Rythm for 1937 
Profits.” ) 


No. 33. Hot-Point Electric 
Water Heaters get a big play 
in three new colorful consumer 
pieces. One is a self-mailer “In 
Swing With the Times” featuring 
the electric water heater as a part 
of the complete _ all-electric 
kitchen. Other two pieces are 
folders of envelope-enclosure size 
entitled: “Forgotten” and “Why 
Want for Hot Water?” Price 
per thousand, imprinted is quoted 
at 4.75 each for the latter two, 
and 7.50 per thousand for the 
sel f-mailer. 


No. 34. Hot-Point “Hi-Speed 
Control”, listed as “another 
great Hot-Point Achievement” is 
featured in a big broadside re- 
cently released. Dealers interested 
in electric cooking equipment will 
appreciate this message! 


No. 35. Electric Dishwasher 
by Hot-Point: story of this 
product and its appeal to the 
housewife, is given in an interest- 
ing folder recently made available. 
If you want it, check this item. 


No. 36. The Meadows Cor- 
poration presents the “profit 
story” of its line of washers and 
ironers in a purposeful broadside 
entitled: “Riding High in Profits 
With Meadows in 1937.” Re- 
tailers pondering laundry appliance 
sales possibilities for this year 
should have it. 


No. 37. Hot-Point Announces 
two items of interest: (1) New 
Electric Cookery and Hot-Point 
Electric Range X-Ray Visualizer, 
and (2) New Revolving Disc 
Colored Display Sign. These are 
intended to help sell more Hot- 
Point ranges, and are supplied 
through the company’s distributors. 
Complete information will be 
furnished to those who check this 
item. 
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DISTRIBUTORS AND DEALERS! 
THERE'S YEAR-ROUND PROFIT IN THE 
COMPLETE COROZONE LINE 


A generous share of the rich profits of air conditioning is going to dealers and distributors 
handling the complete Corozone line. Notice how every requirement of the field is amply 
filled by the 18 units that are shown on this page. And every unit is designed to do its 


particular job just as well as that job can possibly be done. No other line offers Corozone's © 
Patented lonization Principle. 





i EVERY UNIT MERCHANDISABLE 


2 REMOTE CONTRO = Every Corozone unit is built to be merchandised with the least possible effort. The "en- 

Cepecity up te 1 Ton gineering" bugaboo has been reduced to a minimum. The only installation on most units con- 
sists of merely plugging into an electric socket. With air conditioning taking its place in the 
front rank of America's important industries, you owe it to yourself to get a complete line 
with the widest possible price range. That line is Corozone. Resale prices start at $19.75. 


BACKED BY ELEVEN YEARS OF PIONEERING 


There is nothing experimental about Corozone units. For eleven years the name Corozone 
has been synonymous with pioneering in air conditioning. While many territories are already 
under franchise, there are still numerous opportunities for qualified distributors. Dealers inter- 
ested in the line are invited to write the home office for complete information on prices, 
specifications, and name of their nearest distributor. 








Don’t Wait Until | The COROZONE AIR CONDITIONING CORP. 


Hanna Building, Cleveland, Ohio 
Warm Weather 


Please send complete data and prices on Corozone Air Conditioning 
Equipment. 





Name Title 


Mail Coupon 
Right Now! Address 


Company 








COROZONE COMPRESSORS P COMMERCIAL COOLING UNIT 
GAS - FIRED | 2HP to JOH P | Blower Type Suspended or Floor Types oe 
HEATING UNIT. Heots. Circulote . 


Humidihes 


COROAIRE 
ELECTRIC REFRIGERATOR 
6 Cu Ft Capacity 
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AUTOMATIC HEATING 


and 


CONDITIONING 


gouprnent 
































ers (Oil, Gas, 


Boilers, Cast Stoker) 


Iron, Steel 
(Oil, Gas, 
$-N 
DEALERS 
PROSPER 
because 


Oil Burners 
(8 sizes 


every month in 
? the year. 


highest quality 

—at competitive 

prices. 
3. The 





a2 
industry 


Water Heaters 
il Gas, 


Stoker ) 


the field. 





Room Coolers 
and Central 


Cooling equipment. 





Stokers for 
soft or hard 
coal) (5 sizes) Water Soften- 


ers (All sizes) 


Basement Sprinkler Systems 
(A popular novelty that gets 
you into prospects’ homes.) 
@ Your territory 
may be open for 
this popular line 
Write today for 
literature and in- 
terestin dealer 
proposition. 


SCOTT-NEWCOMB, Inc. 


1929 Pine Street. St. Louis, Missouri 
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Air Condition- 


1. There's a SN 
product for 


2. "SN" means 


recognizes S-N 
as pioneers and 
authorities in 


4. A complete line 
of easy-to-sell 
accessories 
“opens up 
leads” for major 





DEMONSTRATING 


Air Conditions 


Public Service of Colorado looks for a 
“humidistat” which will be the “Sight- 
Meter” of the air conditioning business. 


pre practical device which will 
iJ show air-conditioning prospects 
the unsatisfactory condition of the 
air they breathe in their homes in 
the same dramatic way that the Sight- 
Meter demonstrates the need for better 
lighting, is the quest of the Public 
Service Company of Colorado, in its 
new campaign to sell more air-condi- 
tioning units in its properties, which 
are in Colorado and in Cheyenne, 
Wyoming. 

C. G. Henderson, director of 
the newly-dedicated Gas Hospitality 
House, is in charge of experiments on 
this device, which will probably be 
called a “humidistat.” So far noth- 
ing entirely satisfactory has been 
found, but Henderson said that he is 
working upon an electrical device 
which he expects will solve the 
problem 

“The ‘humidistat’ will have to be 
simple, fool-proof and rugged, so that 
the sales representative can take it 
with him to the prospect’s home,” 
said Henderson. “It must show 
graphically and accurately the condi- 
tion of the air. It will give air-con- 
ditioning salesmen the same advantage 





which came to lighting salesmen with 
the Sight-Meter.” 

Henderson said that in Denver the 
chief argument in favor of air-condi- 
tioning is not comfort cooling, for the 
climate of the city is such that this 
argument does not have the power of 
the argument of the effect of humidity 
upon health. The new device will 
therefore show the relative humidity 
compared to that required for perfect 
health. 

In the Gas Hospitality House which 
the Company dedicated last month, 
there is a model air-conditioning and 
heating unit including the most mod- 
ern features. Chief among these is a 
proportioning thermostat which makes 
the ventilation constant instead of 
intermittent. The fuel used in the 
auditorium, which was built for the 
purpose of demonstrating the ad- 
vantages of modern gas appliances, is 
natural gas. To dramatize the fact 


that this is a clean fuel, the chairs 
in the auditorium are white leather. 

Five days a week demonstrations in 
home economics are held in Gas Hos- 
pitality House, under Vera Carter 
Ault, home economist. 






Above is a view of the auditorium 
of the Gas Hospitality House where 
air conditioning is demonstrated. 
At left is one of the air conditioning 
units. And the lady at the top of 
the page is Vera Carter Ault, home 
economist for the Public Service 
Company of Colorado. 
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e DOES 


Cooperative 


Merchandising 
PAY? 


® Is it worthwhile for elec- 
trical retailers to gear their 
promotional efforts to 
those of associations and 
group interests? 


eDefinitely Yes! 


@ it has been proved time 
and again in numerous in- 
dustry drives—more lately 
in the “Better Light, Better 
Sight", "Electrical House- 
wares" and "Kitchen Mod- 
ernizing’’ campaigns. 

It will be demonstrated 
this year, without question, 
in "The Electrical Home in 
Print'"—the big—dramatic 
—colorful May issue of 
Electrical Merchandising. 


® Distributors, deal- 

ers and public 

utilities desir- 
ing copies of 
this big book 
(newstand 
price $1.50) 
for distribution 
to their "Class 
A" 
should write 


prospects 


for quantity 
prices now. 


ELECTRICAL 
MERCHANDISING 


330 W. 42nd Street 





New York City 
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y 
onservatler. 


—the CONSERVADOR, 
shelf-lined inner door that 
prevents front-of-shelf 
crowding 


Behind this nameplate is 
the greatest improvement 
in home refrigeration— 


HOW your prospects a refrigerator so out- 

standingly different that your competitors 
down the street, up the street, and across the street 
can’t show them one like it. 

When you demonstrate the new Fairbanks- 
Morse CONSERVADOR Refrigerator, you are 
doing just that. You are not showing little 
differences that don’t even register in your pros- 
pect’s memory. You are not showing her just 
another “me too” refrigerator that looks almost 
identically like all the others she has seen. You are 
showing her big differences . . . big improvements 
. . . features found in no other refrigerator in all 
the world. 


WHERE ELSE CAN THEY FIND THESE? 


First, the CONSERVADOR;; exclusive; patented; 
biggest difference of all. Then Self-Sealing Crisper, 
Sliding Fruit Drawer, and Utility Storage Com- 


sae Lee ‘ 
ee ee et 


—plus every worth-while 
feature found in all other 
refrigerators 











Penny meter demonstrations are helping F-M dealers to clinch sales. 
If you have not received your Penny Meter display, write, wire, or 
phone your distributor or Fairbanks, Morse & Co. at Indianapolis. 


partment. Two-fifths of this refrigerator’s contents 
can be removed without even opening the main food 
compartment! Where else can they match that 
for convenience? 

Show the first modern refrigerator door in the 
industry; simplified temperature control; automatic 
overload protector. 

Show a refrigerator that not only has reserve 
power for any heat-wave emergency, but also costs 
less, not more, to operate! And you can prove it. 
You can show—right on your sales floor—how long 
it will run on a penny’s worth of electricity, at your 
prospect’s rate. 


FREE FLOOR PLAN 


For a limited time only—A Free Floor Plan on 
your initial order. This, plus a limited recourse 
finance plan at no cost to the dealer, means that 
you can cash in on the early buying market 
by going into action now. 


Your distributor has the details. 


IT HAS WHAT YOU 
NEED TO CLINCH SALES! 


Your prospect can see that there IS something 
different and better in refrigerators and that the 
Fairbanks-Morse CONSERVADOR has it. You 
know the sales-clinching power of visible, under- 
standable differences—especially when there is a 
good reason for every one. They clinch sales 
where little differences fail. Write the Fairbanks- 
Morse distributor in your territory now. Get the 
complete story of the “hottest” refrigerator 
franchise in the industry today. Fairbanks, 
Morse & Co., Home Appliance Division, 2060 
Northwestern Ave., Indianapolis, Indiana. 


Other Fairbanks-Morse Products: 


WASHING MACHINES, IRONERS, 
RADIOS, AUTOMATIC COAL BURNERS 


hee SG: i REPORTS BE >> 
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GAS-TO-ELECTRIC 
WASHER CONVERSION 


Steinmetz 








on the round part of the stem. If the 
valve is between the compressor and 
the motor, remove the bolts holding 
the motor and slide it to one side, as 
ample room is necessary to swing the 
pipe wrench. 





1 a is 
snaiainet Ma ‘Ordina 
wane tant | _ eng NEW PARTS CATALOGS 
wuld not THE SERVALL COMPANY, bs 
ucte g 4409 Seyburn Ave., Detroit—38-page, Dt 
nade of Phis ga line-drawing illustrated booklet listing matey 
b souid a sed mot specifications and prices of parts for 
I'he washer h d Kirt s vacuum cleaners, drills, fans, washers 
ft the | é oiling t DEVOTED TO THE ADJUSTMENT AND REPAIR Includes list of commonly required 
Having ery small coy brushes and other appliance moto: 
"tubing and tings on hand (het = OF DOMESTIC ELECTRICAL APPLIANCES — frasiss and other ‘sppliance mot 
er fror time whe I g and enamels. 
ica meneame THE IMPERIAL BRASS MFG. 
seer a po Gately as dimsi re en ; CO., Chicago—64-page two color 
en ene yp ‘4 ee Memes element opened, the brick may be secured between two plates of re- drawing and photograph illustrated 
; NG SCCCINE Ol) WO UCAS : pitted and even burned from one race- factory material. These burners may catalog listing fittings for refrigera- 
rough the tubing to the motor \.. to another. Such places are | e rewound by separating the tw ; 
a) O t Suc! plac Z ) ) \ separating the two 


GRINDER MOTOR KINK 
By Paul E. Grivet 


1 } ™m rn ra j inder 
A 4 1.p mot LiKe i good grinde! 


motor but trouble often experienced 


rendered conductive by portions of 
embedded 


chemical chang f the brick caused 


heating element, and a 


by the intense heat of the arc. All 


discolored and glassy material must 
be removed, to prevent the new ele- 


out at such spots. This 


ment burning 
is very important, as the life of a 
new coil is but a few hours, if in- 


stalled in a burner containing thes¢ 


refactory plates, which gives access 
to the winding. 


STUCK-UP 
SERVICE VALVES 


By Charles Martinson 


tion, air-conditioning and oil-burner 
installations and service. Includes 
some tools of particular interest to 
repairmen. 


AIRO SUPPLY CoO., 408-10 N. 
Wells St., Chicago—95-page booklet, 
photographically illustrated. Virtually 
complete specifications on tools and 
supplies for refrigeration and air- 
conditioning service shops. 


with burning out f the switch. This pits Quite often service valves of the THE WEATHERHEAD COM- 
is most frequently caused by arcing The brick being well cleaned, it type illustrated refuse to open when PANY, Cleveland, Ohio—32-page 
due to the reactance of the motor ready for the new element. New the valve wrench is applied. This is booklet, containing detailed data on 
A 60-watt lamp wired in parallel with ils are cut in lengths according to due to a more or less “stuck-up” refrigerator valves and fittings of 
the motor will absorb the vounee wattage desired, usually being condition within the valve and any many _ varieties. Describes, also, 
surges and can also be used to light short for the burner require- €xcessive amount of pressure on the patented flaring set and improved tube 
the work done on the grinder ments. It is therefore necessary to wrench will result in the square end cutter. 


RE-WIRING ELECTRIC 
RANGE BURNERS 
By James F. Hiatt, Jr 


I wi rie n slartric c 
in re-wiring an electri rang¢ 


stretch the new element to the proper 
length, and straighten out enough of 
the ends to make the terminal con- 
nections. The element should then 
be threaded into the raceways, using 
ime precaution as in removing 

e old coil he burner is then re- 
from its place in the stove 

the ends of the element inserted 

I terminal holes in the 


of the valve stem twisting off. To 





WASHER DATA 


From the Maytag Company of 
Newton, Iowa, comes the following 
letter : 


“On page 53 of the December issue 


of Electrical Merchandising there is 


burner, the faulty element should first 40:4 and secured to the termi al an article dealing with the repair 0! 
be entirely ren 1 from the burner Pie tg nage F . the hexagon head on Maytag wringet 
regione tiger nage age m the back. The burner should open such a valve the following pro- ts * ye = ' 0 " rd This 
. o oe Sk, calieaas rg then be replaced ar d the plate is cedure has been found effective in 7. ere _ a picts Sines ae “i 
ay [ ny Bin 2 assne ids for service. | every case. . yue icu a artic e ney pipe it 7 ue 
eo bay eager The foregoing applies to open type Remove the packing gland nut and Witer : Pay by the manager e 
es he : Psa urners. Some of the closed pry out the packing gland. This ex- “ aon ge ; The pec ge 

Sa gare : ee e tupe burners have a nichrome ele- poses the valve stem enough to get a " me ' ; heise Gio asic a . “ 
aa © wd takins ulating spools, firm grip with a 6-inch pipe wrench Stier de = Se em 

piece avoid chipping of é € The plan suggested by your con 
brick We pay for all acceptable ideas. tsibutor has been tried a number < 


After the coil has been removed 
the raceway should be well cleaned 


If much of an arc 
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occurred when the 


Address SERVICE Epitor, Electrical Merchandising 
330 West 42nd St., New York City 


times and found to be ineffective. Un 
less the job is done perfectly, whic! 
is practically impossible unless th 
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The head of the house may smack a beer can against 
the DULUX finish by accident—but who cares? 
DULUX is mighty tough to mar .. . It is resistant 
to cracking and chipping. 








Grease does get on refrigerators—especially around 
the door. But when the finish is DULUX, it is resist- 
ant to grease. And DULUX keeps its gleaming orig- 


inal whiteness for years and years. 


REASONS 


why it’s easier to sell 


DULUX FINISHED 
REFRIGERATORS 


DULUX is whiter at the start 
DULUX stays whiter 

DULUX is easier to clean 
DULUX is more durable 





The extreme smoothness of DULUX makes 
cleaning easy and quick. A couple of whisks 
with a cloth and soap and water . .. and 
there’s not a spot to be seen. 


She didn’t mean to bang the mop handle 
against her beautiful refrigerator—but she did. 
No harm done, though. The DULUX finish 


can really “take it.” 


IVING WOMEN everything they want in 

J a refrigerator finish . . . lasting, sparkling 
whiteness . . . extreme ease in cleaning . . . the 
ability to stand up under years of service with- 
out chipping, cracking or turning dingy .. . is 
the reason why more than 3,000,000 refrigera- 
tors today are finished with Du Pont DULUX. 
And if you point out these great features in 
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your sales talk, you'll find DULUX will help 
you clinch many a sale. 

Send for a free booklet giving you full details 
about this remarkable finish. It will give you 
many a handy selling tip. Write for “Selling 
Made Easier by DULUX.” Address: E. I. 
du Pont de Nemours & Co., Inc., Finishes 
Division, Wilmington, Delaware. 
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YES, they are interested in a refrigerator. 
They look and ask questions. No, they won't 
decide now. They are just shopping around, 
getting the low-down on all the different 
makes. Yes, they will be glad to have your 
card, and if they don’t find something they 
like better theyll be back. 

But will they? After all, there are many 
fine mechanical selling points in modern 
refrigerators. Yet sometimes these are not 
enough to clinch the sale. You need some- 
thing else. What shall it be? 

The famous Armco trade-mark! 


With this symbol of excellence on your 
refrigerators you can emphasize the porce- 
lain enamel finish. Let your customers feel 


A NAM E 


KNOWN TO 


PORCELAIN 


ENAMEL 


proper equipment is available and the 
operator is highly skilled, the work 
done will be a handicap rather than a 
help, because it will eventually cause 
damage to the wringer, which will 
mean repair bills of $15 or $20 to the 
user. 

We have found, generally, when 
these hex heads have been worn round, 
that the rubber on the rolls is likewise 
considerably deteriorated or worn, and 
that the cheapest and most sensible 
thing to do is to purchase a new 
| wringer roll, which will be very little 
| more than what it would cost the 
| average consumer to have his service- 
| man attempt to do the job outlined in 
| 
| 





your article.” 


Editor's Note: Comment of this 
kind from appliance manufacturers is 
particularly welcome and it occurs to 
us that if service managers employed 
by factories more frequently took ad- 
vantage of our offer to open the Serv- 
ice Section columns to all with helpful 
ideas to contribute the interests of the 
dealer, the manufacturer and the pub- 
lisher would be better served. 





CORRECTING 
MOTOR END-PLAY 


By Charles Martinson 


Any serviceman who is called upon 





“SHOW THEM YOU ARE SELLING 
THAN REFRIGERATION” 


its hard, glistening finish. Ask them to 
note its easy-cleaning surface. 

Then tell them that here is lifetime beauty 
and usefulness because the finish is fused 
on a base of Armco Ingot Iron — the most 
perfect metal ever developed for perma- 
nent bonding with porcelain enamel. 


Ten-to-one your women prospects will 
say, “Why, that’s an old friend of mine — 
both my range and washing-machine are 
made of Armco Ingot Iron.” 

If your products do not carry the sales- 
aiding Armco label, ask the manufacturer 
to attach it. 


THE AMERICAN ROLLING MILL COMPANY 
EXECUTIVE OFFICES, MIDDLETOWN, OHIO 


ARMCO INGOT IRON 


MILLIONS 


to overcome the objectionable noise 
resulting from motor end-play will 
welcome a remedy not involving a 
complete dissembling of the motor, 
adding thrust washers, etc. 

To accomplish this, one need only 
augment his supply of tools with sev- 
eral bushings in sizes, depending on 
the diameter of motor armature shafts 
which will be encountered, the dimen- 
sion requirements being, that the bush- 
ings fit freely over the armature shaft 
as well as inside the motor end bell. 
For example: on a motor having a 
one-half inch shaft the bushing re- 
quired would measure about .6 inch 
inside diameter and .8 inch outside 
diameter. 

To complete the service, the rear 
bearing dust cap is pried out and the 
above tool placed concentric with the 
bearing. It is then struck several 
light blows with a hammer, or_until the 
end-play is taken up by the bearing 
displacement. Care should be taken, 
however, to allow sufficient thrust to 
insure a free running armature. 





Summer Seal Leaks 
By Myron Zielinski 


Refrigerators are frequently turned 
off for two-week vacation periods and 
when the owners turn them on again 
refrigerant leaks at the seal are com- 

mon. Before condemning the seal run 
| the machine for a while with the room 

ventilated. Generally, the seal will 
reface itself. 

Noisy operation and continuous 
motor running is likewise reported 
when machines are started up after 
long periods of idleness. This, also, 
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generally clears up after the refrig- 
erator runs a while. 
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TRICKS of the TRADE 


DELCO MOTORS — Difficulty in 
starting motors used for refrigerator 
service. . . . Remove the motor from 
the compressor unit and take it apart. 
Work the coil spring, operating the 
starting mechanism, over the collar 
holding it in place and then remove the 
flat bronze springlike affair in a slot 
just inside the inner edge of the start- 
ing commutator. This will usually be 
found burned quite badly and should 
be replaced. 


FAIRBANKS, MORSE (Refriger- 
ator)—Complaint of defective cold- 
control . . . Sometimes caused by 
variations in the evaporator pressure 
because of a wrong adjustment of 
the expansion valve. This adjust- 
ment should always be checked before 
servicing cold-control. The usual 
method is by the use of a compound 
gauge attached to the suction line. 
After the gauge reading has become 
steady the indicating hand may be 
brought to an 8-inch vacuum read- 
ing by adjusting the expansion valve. 
Turning the adjustment screw to the 
left will give a lower pressure and 
turning it to the right a higher. 


FRIGIDAIRE (Refrigerator) — 
Erratic operation with erratic frost- 
ing on the evaporator in high-side 
float systems . . . Intermediate pres- 
sure valve may not be level, binding. 
This valve is located in the liquid 
line at the freezer. If plumbing the 
valve does not eliminate the trouble 
replace it. 

Continuous operation, no refrigera- 
tion, back-pressure 20” . . . Install 
head gauge at the high-side float. If 
the pressure is higher than at the 
head of the compressor the float is 
air-bound (not gas-bound). Purge 
the float and test for a seal leak. This 
job has the high-side float located on 
the chassis in the machine compart- 
ment. Hence, gas binding cannot take 
place. However, if the job is suck- 
ing in air some passes into the float 
chamber along with the gaseous SO,. 
After a period of time sufficient air 
may collect in the chamber so that 
the pressure in the float is greater 
than the pressure in the receiver. 
Liquid, under such conditions, cannot 
flow into the float and the machine 
will not refrigerate. 

Oii-bound float . . . Frequently oc- 
curs after a compressor body has 
been changed. Some of the oil from 
the original body may have been 
trapped in the system when the body 
was changed. When new body is in- 
stalled the system would thus have 
too much oil, When this happens the 
compressor pumps oil and causes an 
excessive amount of it to enter the 
float at one time. When the float 
is filled with oil instead of liquid 
SO, the oil, being much lighter in 
weight, will not lift the float valve 
off its seat. To repair, remove the 
float and dump out the oil. 


FRIGIDAIRE (Refrigerator )—On 
some water-cooled jobs drain pipes 








DF COURSE 
ENAMEL 


. . « $O WILL A BATTLE 





IF YOU HIT IT WITH A 


Let’s talk about this mat- 
ter of chipping frankly 
—and sanely. Porcelain 
enamel will chip, of 
course—if you hit it hard 
enough. It is a mineral 
substance—hard as glass. —But house- 
keepers don’t clean mirrors, windows, 
refrigerators or sinks with a smithing 
hammer! —Considering the millions of 
mirrors and plate glass windows in use 
—how many ever break? A small fraction 
of 1 per cent! —Now suppose all those 
millions of mirrors were eel up with 
a sheet of steel—how many would break? 
A very precious few! 


The fact that porcelain enamel is hard 
enough to chip, under very heavy im- 
= is a big feature in its favor. Being so 

ard—porcelain enamel is the one finish 
that won’t scratch or dull or lose its life- 
time lustre. Being flint-hard, porcelain 
enamel is the one finish in which delicate 
colors will never fade; the one finish that 
is absolutely non-absorbent. Being as 
hard as glass, it is clean, sanitary, enduring. 

Porcelain enamel is the one sales fea- 
ture which gives lifetime satisfaction. 
Feature it—talk it—push it—sell it. Be 
glad porcelain enamel is hard enough to 
chip. If it wasn’t, it wouldn’t be porcelain 
enamel. 


EDUCATIONAL BUREAU 


PORCELAIN 


ENAMEL 





PORCELAIN ENAMEL INSTITUTE, Inc. 


612 North Michigan Avenue * Chicago 
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PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 






Send mea copy of your FREE book: “Sales Manual for Porcelain Enamel.” 


Name 


Firm 


Address 
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“The Finest Fans Ever Built’’ 


ERE are fans that your cus- 

tomers will really go for! Think 
of it—no need to choose between 
refreshing, cooling breezes and the 
risk of catching cold. The exclusive, 
patented Victor “Breeze-Spreader” 
eliminates dangerous drafts and 
sudden blasts—circulates the air 
into every corner of the room— 
gives heat relief with perfect safety. 
The famous Ribbon Test proves it. 


A COMPLETE LINE 
All Sizes... 
... AllTypes 


No matter what the 
fan requirements, 
there’sa Victor model 
perfectly fitted to the 
need. Desk and wall 
types from 8 to 16 
in.; stationary and 
oscillating ; overhead 
fans and big, power- 
































28 INCH ful 22 and 28 inch 
CEILING MODEL F high velocity air cir- 
ALSO SHELF culators for econom- 
oy ical cooling of large 
“ areas. Every number 
VICTOR TORNADO is a mechanical mas- 
HIGH VELOCITY FANS terpiece with many 
exclusive features— 
built to give long, 
satisfying service. 
“//\\>J ASK YOUR 
OVERHEAD TYPE CUTS 
COOLING COSTS JOBBER 


SEND TODAY FOR FREE CATALOG 


Get the facts on the Victor prop- 
osition before you select your fan 
line. Learn why it's definitely dif- 
ferent and better for you—takes 
you out of competition and gives 
ou an extra big profit margin. 
Rnstes line shown in new catalog 
—write for your copy today. 


: VICTOR ELECTRIC PRODUCTS, INC. 


714 Reading Road Cincinnati, Ohio 


! MAKERS OF VICTOR VENTILATING FANS 
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corrode and eat away . . . Close off 
water line and blow water out of 
the system with a bicycle pump. The 
water-cooled condenser has a_ leak, 


removed 
possible after trouble is re- 
SO, mixed with water forms 
If the SO, 
sure becomes less than the water pres- 
the water will flow into the SO, 
system and the job will stick up. 


probably, and must be as 
soon as 
ported. 
sulphurous acid. pres- 


sure 


Frigidaire (Super Line Refriger- 
ators)—Excessive belt wear. Check 
for a sticking snubber on the belt ad- 
justing rod. The snubber should slide 
freely the rod. Sometimes the 
rod rusts and causes the snubber to 
stick. Sandpaper the rod and rub a 
small amount of motor oil on the rod 
to prevent further rusting. 

Check to see that the pulley is in 
line with the flywheel. If the pulley is 
out of line, the belt will ride on the 
flywheel flange and will break in sev- 
eral months time. 

If belts are oil soaked replace the 
compressor seal and wipe both fly- 
wheel and pulley before installing new 
belts. If the seal is leaking oil, the 
belt life will be about 4 months. 


on 


FRIGIDAIRE (High Side Float 
Ice Cream Cabinet)—No refrigera- 
tion, job sticks up . .. Check for 
broken liquid line. The liquid line 1s 
made tubing and is not fast- 
ened to the compressor frame. 
cessive vibration often breaks the line. 
When this happens, the entire unit 
must be reoperated because moisture 
from the frosting liquid line is always 
pulled into the coil and compressor. 
When replacing the liquid line strap 
it to the compressor frame for the 
greater part of its run. 


of 7 


FRIGIDAIRE (Sc 38 and Sec 75 
Air-Conditioners)—Fan motor 
not run... Check the 1.8 ampere fuse- 
tron in the control box. 
O.K., replace the large condenser 
which is located in the control box on 
the right side of the switch. 


FRIGIDAIRE (F 12 Condensing | 


Units)—Frigidaire F 12 systems are 


quickly distinguishable from SO, sys- | 


tems. The F 12 compressors are either 
all gray or black with a gray band 
around the flapper valve plate. It is 
a good policy to install gauges and 
ascertain whether the refrigerant is 
F12 or SO, before attempting to add 
refrigerant to a Frigidaire system. 
Many thousands of household jobs 
with gray bodies have been changed 


over to SO, in the past 3 or 4 years. | 
If the wrong refrigerant is added the | 


job will stick up and a complete over- 


haul will be necessary before it is | 


again fit for service. 


FRIGIDAIRE (Super)—Tapping 


noise in the compressor... . Try 
using two gaskets between flapper 


valve and the cylinder block. Some 
gaskets are too thin and, as a result, an 
excessive pressure is set up between the 
piston head and the flapper valve. Belt 
life too short. . . . Install a new snub- 
ber bracket on the belt adjusting rod. 
Old style 


Ex- | 





You have plenty of customers who 
want “something better.” Don’t dis- 
appoint them with a cheap fan, 
yielding you a cheap margin. Show 
the new R & M De Luxe—the fan of 
super beauty and super quality; 
wonderfully quiet, with its broad 
overlapping blades; and extraordi- 
narily efficient. 


The 10-inch De Luxe, oscillating 


type, delivers 625 cubic feet of air a 
minute. The 12-inch model delivers 
1100 cubic feet—on a current con- 
sumption of only 35 watts! These 
fans retail at $14.45 and $28.00 re- 
spectively—and they sell! . . . Send 
for the latest R & M fan catalog, 
picturing and describing an all-new, 
all-improved line—the finest in 
America. . . . Robbins & Myers, 
Springfield, Ohio; Brantford, Ont. 


ROBBINS € MYERS 


ATMA 





will | 


If this tests | 





snubbers often bind, causing | 


are making history 


Actual long use on many popular 


ranges and appliances, together with long and 


exhaustive factory tests, have proved 


sively, the soundness of the ~y — 
ow Brea 


oped and perfected by us in our 
Heater Switches. 
neering jobs this company has done 
nearly fi 
ing, to help the manufacturer build 


ranges and appliances longer life, better heat 
control, a dependable service and freedom 
The new 
ermostat provides more accurate 
and dependable control for all air and liquid 
temperatures. Every “Diamond H" device is 


from costly servicing charges. 


Hydraulic 


a quality product. 


Heat Control Devices 


Just one of the omg 


years of high grade switch build- 


electric 


conclu- 





Bi-Rotary Heater Switch 
Toggle Type Heater Switch 
Hydraulic Thermostat 


pio- 
uring 


into his 





Send for Bulletins 
and engineering data 
on Heat Controls 


The HART MFG. CO., Hartford, Conn. 
DIAMOND. TCHES 
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INCREASE 
SALES 
~ WITH — 
SPARTON’S exclusive 
THRIFTER 


that fitted with six ebony 
topped containers, on the 








door, gives extra storage 
space and makes food sav- 
ing easy and convenient. 


MIRACULOUS 


YY 


VEGABIN 
Z 


Aa nn, a step saving, dry storage 





Standing silent, efficient guard over its 
owner's purse SPARTON’S beautifully 
silver faced Enchanted Clock ticks off 
sales by defrosting daily without atten- 





feature built in below the 





food chamber and accessi- 
tion. Freezing coils, by its automatic ble without opening refrig- 


magic, are always kept free of costly = EXC LUSIVE erator door. 


ice blankets. Thus the least possible 








amount of electric current is used and 


power cost is much reduced. Water 100% Automatic Defrosting... Economy Features 


changes to tinkling ice cubes with- 
out incantations and as if by sorcery oeeniil and have no competition 
all manner of delicacies and tempting 
foods are prepared for all the family 





SPARTON’S great 1937 line consists of 8 beautifully restyied models all 
to enjoy. Truly the Enchanted Clock employing the dry expansion system of refrigeration. Dealers who close 
is the outstanding sales feature in Re- with SPARTON this year will ring up many, many dollars in profits. 
frigeration today. Write or wire for literature and complete information. 


THE SPARKS-WITHINGTON COMPANY, Jackson, Michigan. Sparton of Canada, Limited, London, Ontario, Canada 
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for the 


Startling Announcement 
by 


PRIMA 


(WASHERS 


























IRONERS 





REFRIGERATORS) 













in next month’s issue 
of this publication 


PRIMA MANUFACTURING CORPORATION 
SIDNEY, OHIO 


Distributors wait for it—better yet—write 
for advance details which are ready now. 
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FIRST BIG PROFIT YEAR 


for Electric Ranges! 


The PIONEER DAYS of 
electric range merchan- 
dising have ended. The 
PROFIT DAYS are here. 


This new booklet illus- 

trated with charts and 
q diagrams tells the story 
of the outstanding profit 
opportunity presented by 
the selling of electric 
ranges—right now. 





ELECTROMASTER, 
1803 E. Atwater St., Detroit, Mich. 


Please send me without obligation your 





We'll gladly send you INCORPORATED 
this book without cost or 
obligation. Use the cou- ‘ 


pon for convenience. ——_———— 


Firm Name 























new booklet: “ 








More Money for Youin 1937!" 






































ELECTROMASTER, INC. *it¢of Business 
‘ 1803 East Atwater Street Address 
{ Detroit, Michigan 














City 
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excessive belt wear. If old belt is oily 
replace the stuffing box on the com- 
pressor and wipe the flywheel and pul- 
ley dry before installing a new one. 


FRIGIDAIRE (’33, ’34, ’35 High 
Side Float Refrigerators)—To purge 
air out of the system .. . Close re- 
ceiver valve while machine is in op- 
erating condition but not at the mo- 
ment running or, in other words, not 
pumped down. Install a high side 
gauge to the head of the compressor 


| and allow all the air and gas to escape 


from the condenser. There is no 
liquid in the condenser so that very 
little SO, will escape but all the air 
will be blown out of the system. In 
this job, when the machine is in op- 
erating condition, all the liquid lies in 
the float valve and in the coil. The 
condenser contains only gas. 


FRIGIDAIRE (1936 Refrigerator) 
—Mechanical noise on machines hav- 
ing condenser on back . Tape 
“leads,” that come out of the top at 
the back of the cabinet securely. These 
bend down and pass between the back 
of the cabinet and the condenser. 


GE (Refrigerator) — Temperature 
adjustment on 1937 model. . . . The 
cold control knob screw is located 
under the small bakelite disc in the 
center of the knob. To raise the temp- 


| erature range turn the dial knob to No. 


1 position, remove the screw and take 
the knob off the adjustment post, then 
replace it at the center of the dial. 
When the knob is turned back to the 
extreme counter-clockwise position the 
temperature will be raised about 5 
degrees. The temperature range should 
always be changed at _ different 
altitudes. The factory settings are 
based on 500 feet above sea level. 


NORGE (Refrigerator)—To test 
the efficiency of 1937 models. . . . In- 
stall a compound gage in both suc- 
tion valve ports. Both suction valves 
must be closed against their front 
seats to get an accurate reading. If 
the rollator is efficient it will have an 
ll-inch vacuum reading. 


NORGE (Refrigerator) — Seal 
squeak . . . Apply small quantity of 
compressor oil around shaft at the 
back of the rollator several times. 


YOURS TO USE 


The bulk of the material appearing 
in Electrical Merchandising’s “Serv- 
ice Section” is sent in by servicemen 
who read the paper, simply edited and 
paid for by us. 

This is as it should be. For, obvi- 
gusly, men daily encountering all va- 
rieties of appliance trouble are the 
ones from whom to obtain practical 
suggestions concerning adjustment and 
repair. 

This Section is intended to be the 
appliance servicemen’s clearing- house. 
We place no limit on the amount of 
space given to it and will, in fact, 
gladly add pages if more material from 
the field is forthcoming. 
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@ The sensational news about Horton 
Kleen-Zoning is being carried to your 
prospects in one of the broadest advertis- 
ing campaigns ever put behind home 
y equip 

To cash in on this imement and demand 
identify your store definitely as Horton 
headquarters in your community—use 
Horton sales promotion helps—and fol- 
low every lead to the limit! 

Horton has created the biggest news in 
the home laundry industry with Kleen- 
Zoning Washers and Beauty-Aid Ironers. 
Get in on the big push now and watch 
your sales and profits mount. Ask your 
Distributor, or write 


HORTON MANUFACTURING CO. 


302 Osage St., Fort Wayne, Ind. 


HORTON WASHERS—IRONERS, SINCE 1871 











Sox DEMONSTRATION 
AN i DELIVERY 


7 


ONE WHEEL 
TRAILER 


Progressive dealers every- 
where are making more home 
demonstrations, thus increas- 
ing sales and PROFITS. The 
low priced Yocar, one-wheel, 
safety trailer, makes more 
homed trati i 
Yocar can be put on or taken 
off in a jiffy . . won’t sway and 
will back into parking spaces. 
Write for prices. INCREASE 
YOUR SALES. 








\ YOUNGSTOWN 
STEEL CAR CORP. 


BOX 268 NILES, OHIO 
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ELECTRIC FLOOR MACHINE 


makes it easy to make new cus- 
tomers and resell old ones. 


Easy to demonstrate—popularly priced— 
endorsed by Good Housekeeping Insti- 
tute, Public Utility Companies, many 
flooring manufacturers, and hundreds of 
satisfied customers—here are a few rea- 
sons why you'll find REGINA Electric Floor 
Machines easier and more profitable to 
sell. 


Then, too, there are extra profits in Regina 
attachments for automatic waxing, wire 
brushes, sanding discs, varnish remover, 
wax, etc, 


The Regina Electric Floor Machine—fully guar- 
anteed by an organization which has pioneered 
for 40 years in the manufacture of products 
for the home—offers you an opportunity to 
resell your old electric appliance customers. 
All your old customers are prospects. Write 
for details of the Regina Franchise. 


THE REGINA CORPORATION 


Rahway New Jersey 





McGraw Electric Company, manufac- 
turers of the internationally famous 


Toastmaster 


have been and are continuing to use 


“TOPHET” 


for the heating element? 


WILBUR B. DRIVER CO. 
NEWARK, NEW JERSEY 


AUC UUUUUAIUALAAAANAANIA ALANA VAAL 
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ances off the 
| cheapness. 





Off the Pantry Shelf 


ques CONTINUED FROM PAGE 24cm 


what electric table appliances mean 
to us all in terms of service and profit. 
Like driving around a sharp curve 
in heavy traffic with a bug in your 
eye. Sezme to myself, “Hell! there 
must be an answer,” and then came 
to me the words of wisdom of a very 
ancient Oriental philosopher who said: 
“For the answer to many problems 
of maturity, look to thy youth.” 

The old bird scored a bull’s-eye with 


| that one. 


When I was a kid it was quite the 
thing for the girls to give Sunday 
evening teas of chicken a la king or 
creamed oysters or Welsh rarebit, 





concocted in electric chafing dishes. | 


Today the gals send Tommy 
paper container of chop suey and a 
mess of messy eggs foy yong. 

Not much glamour in that. 

In my day, a half dozen or so of 
us young squirts who loved to play 


down | 
the street to the Chink’s to fetch a | 


but did not have the price to pay | 


(in cash) also used to carry a little 
black bag containing condiments and | 
ingredients for very fancy slum which | 
we evolved from whatever was left | 
over from the Sunday dinner. The 
mothers swooned in unison on Mon- 
day mornings when they scanned the 
raped ice boxes and the outraged lard- 
ers, but what the hell! We concocted 
amazing messes for our fair hostesses 
and thereby won for ourselves large 
plates of electrically-cooked fodder. 

What I am trying to say is that in 
those almost prehistoric days, electric 
table cookery was the swank: the 
gals wore rats in their hair and puffed 
sleeves, the boys wore home-made 
shoe-shines and vintage Tux suits 
dating back to their graduation from 
Wotta High. 
days, and I am of the belief that a 
similar happy era 
manufacturers and dealers firmly es- 
tablish table appliances as something 
smart instead of peddling them as 
something cheap. 

Not that there aren’t 
truly swank table appliances today, 
for there are. But the pressure too 
often is put upon price. “A toaster? 
Yes, Modome. Sixty-nine cents—will 
last a lifetime—looks like one of 
those jiggers they use to rat-proof 
a corn crib—but your bridge luncheon 


guests will perfectly adore it when | 
sixty-nine | 


you tell ’em it cost only 
cents”. 
My sainted aunt! 


Swank is the 
swank alone 


word. Swank and 
will keep table appli- 

pantry shelves. Not 
That’s out if it were ever 


| in. Because nobody is going to serve 
| a bridge luncheon or a Sunday night 


supper by table cookery just because 
the appliance cost 69 cents. They 
are going to serve, if they ever serve 
at all, from top price appliances be- 
cause it’s the thing to do. 


Those were the happy | 


awaits us when | 


plenty of | 





For, as a very famous lady-wit of | 


Broadway once inquired, 
to go to hell in a wheelbarrow?” 


“Who wants | 


ranges are 
easier fo sell 


e 
Every time you sell one of the 


many fine ranges on which 
Chromalox Super-Speed top 
burners are standard equip- 
ment, you are setting the stage 
for more sales. 


Rest assured, your customer shows 
her new range to all her friends—tells 
them how speedily it cooks, how eas- 
ily its burners are cleaned, how 
immune to damage, and how eco- 
nomical of power. She expresses 
the sincere enthusiasm which 
Chromalox users all feel. She be- 
comes your most powerful sales 
force. 


In handling a Chromalox-equipped 
range you are selling modern 
electric cooking, which when 
demonstrated proves a revelation 
to many owners of outmoded 
ranges. Specify Chromalox Super- 
Speed Units on the ranges you 


Individual burned-out units on 
any range can be replaced with 
Chromalox units, which fit any 
type of unit opening by the use 
of the proper adaptor ring—an 
exclusive Chromalox feature. 
Thus a small stock of unit as- 
semblies will enable you to serv- 





ice your entire community. 


GET THIS 
SALES PLAN 
BOOK 


Mail With Your Business Letterhead Today! 


EDWIN L. WIEGAND CO. 

7525 Thomas Blvd., Pittsburgh, Pa. 
Without obligation send us complete data 
about Chromalox Super-Speed Range Units 
and how we can make money selling them. 


Signed 


PE v.65. 00.0 0 00 




















Delco 10”-12”-16 
5 Year Guarantee! 


‘‘It’s a 3-Way Profit Line All Right’’ 


DELCO FANS (quality market). 


market). 


2. NORTHEAST FANS (price 


3. AIRCIRCULATORS (added volume). 


Send for the catalog and see for yourself the money-making 
opportunity offered by this complete line—including Desk or 
Wall Type, Ceiling and Ventilating Fans and Four types of 


Aircirculators. 


Find out about the folders, window displays, mailing pieces 
Delco furnishes to help you let your customers know you can 
solve their cooling and ventilating problems. 


























TS MOST important ac- 
tivity in its 30 years’ 
service to the electrical 
industry — That's the 
“Electrical Home in 
Print". Read the story 
on pages 68 and 69 of 


this issue. 
For further details 
address 
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330 W. 42nd St. New York City 


HANKSCRAFT 
BOTTLE WARMER 


i 


> WEATS BABY'S MILK 
Wid 
| id JUST RIGHT 


Then turns off 
$700 me 


RETAIL. 

SPECIAL 
_— neg 

No. 775. 
A boon to i a cu to bables, the 
Hankscraft Speci: al Mod panty warmer at the 
irprisingly low retail price of $1.( 
















) has proven 
& volum eller Fully automatic, beautiful 
cara f yuarant ationally adver- 
. o be a fast seller 
4% porcelain with cords 
i with a silve r meda n 
warmer packaged in « rful displas 
ttract gift tw _ warmer 


trated, porringer e@ a porize 
Standard Bottle Warmer, $2.95 —_ a 
t $ 








What would you 
think of an 
ELECTRICAL HOME 
that you could 

take under your arm 
to your prospects in 
home - office - 
anywhere - at 

any time - to 

show and sel/ them 
on not only single 
appliances - but 
complete ensembles 
and groups ? 


The May issue of 
ELECTRICAL MER- 
CHANDISING will 
be that Electrical 
Home. Order extra 
copies for your 
salesmen - and your 
"Class A" prospects 


NOW! Prices upon request. 


ELECTRICAL 
MERCHANDISING 


330 W. 42nd St. New York City 
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| er’s Association. 


It’s Profit That Counts 


ques CONTINUED FROM PAGE 5am 


dise he does his public a favor, for 
they get better results—and he does 
himself a favor as well, in immediate 


| profits and in future reputation. 


Fresno Cures Trade-in Evil 


At the present time Mr. Turpin is 
| President of the local Appliance Deal- 
And this, too, rep- 


| resents something that experience has 


taught him, in the value of coopera- 
tion. The Fresno dealers organized 
some two years ago, with dues of 
about $5 per store annually. And 
already they have been of concrete 
value to their membership. First 
of all, they set about doing what they 
could to cure the trade-in evil. The 
electric refrigerator situation was 
helped by an informal agreement not 
to accept ice boxes in trade. This 
was adopted overnight, and accepted 
by the public without a demur. Old 
electric refrigerators and ranges of- 
fered as trade-ins are reported in by 
the merchant originally handling the 
sale to a central bureau established 
by the Merchants’ Association. Then 
when a second dealer is told by the 
customer that she has been offered an 
attractive price for her old merchan- 


dise, he has only to telephone in to | 


headquarters to learn exactly what 
bid was made. The second dealer is 
thereupon bound by the understanding 
not to offer more than the amount 
reported to him. This prevents shop- 
ping about for trade-in terms and 
forces attention upon the merits of 
the merchandise being sold. Radios 
are handled in slightly different 


fashion, upper limits for trade-in al- | 


lowances on certain types and models 
of a given year being set, beyond 


which the merchant is not supposed | 


to go. One of the Fresno electrical 
dealers reports that the ice-box agree- 
ments have saved him as much as 
$2,000 in a year’s time. 


Practices Cooperation 


The cooperative group has also been 
effective in protesting national prac- 
tices of manufacturers or of the gov- 
ernment which it believes detrimental 
to the interests of dealers. Mr. Tur- 
pin believes that manufacturers will 


| welcome this expression on the part 


of a united group and with this back- 
ing of responsible retailers, will feel 
themselves in position to take a more 
reasonable stand on such topics as 
the five-year guarantee on electric 
refrigerators, and other like contro- 


| versial questions. There is also a 


| very real advantage which comes of 


cooperation, in the friendly exchange 
of leads between competing stores 
when the customer wants a line which 
one or the other does not carry. 

Progressive methods, good quality 
merchandise, good bookkeeping, busi- 
ness done at a profit, cooperation— 
here, then, is a whole creed for mer- 
chandising. Mr. Turpin can vouch 
for it, for he learned his lessons from 
experience. 
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The manufacturer's guide to 
effective distribution out 
over 2 months earlier this year! 


1937 Edition 


Now Ready for Delivery 





Out-of-date information on your wholesalers is more than 
misleading—it's down-right expensive, particularly when up- 
to-the-minute data is now available. 

Several thousand corrections, revisions, eliminations, per- 
sonnel changes and additions have been made in the 1937 
Verified Directory of Electrical Wholesalers. 54 new houses 
have qualified for listings. 35 houses have been dropped. 
Houses carrying less than $50,000 inventory have been 
classified in three groups, according to size. 


This directory provides sales managers, advertising managers and particularly 
field salesmen with vitally important information on wholesalers’ operations. 
Every man in your organization having any contact or relations with electrical 
wholesalers should have a copy. It will save no end of “sales time” and 
answer day-to-day questions on your prob] of keeping your distributor pic- 
ture up-to-date. Order copies today, and profit through “verified” distribution. 


Single Copies $15.00—Additional Copies $7.50 








A SERVICE OF 


A McGRAW-HILL PUBLICATION 
| 330 WEST 42nd STREET, NEW YORK, N. Y. 
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| more than one out of ten appliance 


quota of sales set by the merchant. 


| does not make for high-pressure sell- 


| services. 


Paying Salesmen 
ques CONTINUED FROM PAGE 3 Seem 


sales justify. When a man’s salary 
has been increased, it is hard to reduce 
it when the salesman’s sales decline. 
Straight salaried appliance salesmen 
frequently demand more supervision. 
to keep them from getting intc a 
groove, than commission men who are 
accustomed to working on their own | 
responsibility. | 











Bonus Plans 


A salary and bonus plan of com- | 
pensation for salesmen is used by not 


merchants questioned by Babson in- 
vestigators. Under this plan a sales- 
man is paid a straight salary weekly 
and if he can push his sales up to a 
certain figure, he becomes entitled to a 
certain amount of the gross sales vol- 
ume above the minimum amount or 


One disadvantage of the salary and 
bonus plan i: that the payment of the 
bonus usualiy takes place at the end 
of the year, leaving a long time be- 
tween payments, during which sales- 
men become dissatisfied with no extra | 
income for their selling efforts. 

Sometimes salesmen feel that their 
quotas are not set fairly, making it 
very difficult or impossible for them 
to earn a bonus payment. If the quotas 
are based on some arbitrary standard, 
such as a flat ten per cent increase 
over last year’s sales, or the judgment 
of the merchant as to the amount 
which they believe a salesman can sell, 
there is always opportunity for differ- 
ence of opinion between the merchant 
and the salesmen, with resulting dis- 
couragement on the part of the sales- 
man. 

Appliance merchants paying a bonus 
and salary believe that such a plan 


ing but at the same time gives sales- 
men an incentive to increase his sales 
and earn extra compensation for extra 
A bonus is also paid for 
pushing sales of a certain model of 
refrigerator, radio or washer which 
carries extra profit for the merchant. 


Large Merchants Favor 
Commission 


It was found in the Babson survey 
that the largest appliance distributors 
uniformly favor the straight commis- 





sion method of payment. One mer- 


| chant distributing five hundred re- 


frigerators and three hundred washers 
annually pays his salesmen a straight 


commission which was also true of | 


a merchant distributing four hundred 
and fifty refrigerators. 

On the other hand, an appliance mer- 
chant selling eleven refrigerators and 
fifteen washers annually, paid his sales- 
men a straight salary whereas another 
merchant marketing twelve refriger- 
ators and fifteen ranges used the same 
salary method of payment. 

The variety of compensation plans 
disclosed by the survey is evidence of 
the attention given by appliance mer- 
chants to this important phase of ap- 
pliance marketing. 


SORTING THE 


SHEEP 


THE. 


FROM 





... with the help of 
E. T. L. RESEARCH 


Here are two typical elec- 
trical appliances widely sold. 
Are they sheep or goats? 


Unfortunately, when you 
come down to specific cases, 
this sorting is not so simple, 
because in many qualities the 
sheep may resemble goats 
and the goats, sheep; and 
very often a hybrid is de- 
veloped which is a gueep or 
a shoat. 


That is why the method 
of Electrical Testing Lab- 
oratories is to make com- 
plete tests and to report the 
results. Then the client or 
his customer can weigh the 
good features and the bad 
features in the light of his 
respective needs. 


Performance facts by E. 
T. L. research and test are 
convincing sales tools and 
sound buying information. 
Ask your suppliers if their 
products have been checked 
by E. T. L. 


A New Booklet 


“What is E.T.L.?” which ex- 
plains our services, has just 
been printed 














ELECTRICAL 
TESTING 


LABORATORIES 


th Street and East End Avenue 


New York, N. Y. 
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PARTS— ACCESSORIES 


AND SERVICES 


UNDISPLAYED RATE DISPLAYED RATE ISSUE CLOSES 
$1.00 per line per insertion. Minimum charge $4.00. (First 1 inch $12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 Advertising forms close on the 25th of each month 
Use in smal! black face type). Fractions of a line count as a per in.; 12 inches—$10.50 per in. (An advertising inch for the next month's issue. If proof is to be sub- 
lime. Discount of 10% if full payment is made in advance for is measured vertically on one column. There are 4 mitted, copy and instructions should be in New 
4 consecutive insertions of undisplayed ads columns—48 inches to a page. York at least 5 days prior to closing. 













































that enables yow FOR All LAID 






Dependable service that ens Tost COMPLETE STOCK—QUICK SERVICE 
to give speedier servic hat you secure One-day service on your order for any parts, supplies or tools 
g oasible. That’s w ters” for Wholesa | e 0 ni you may need for any type of refrigerator or air conditioner. 
prices P deal with ‘ *headquar' for y QUALITY MERCHANDISE, absolutely guaranteed and of- 
when you . ¢ line Write e fered at the lowest prices. Deal with us—obtain all your 
America’ a large . ham head 4 — one se a Ne | s*, getting 
‘ your ie ; is exactly what you order A u ‘or your 
— ohn York—C ‘leveland—St. Louw SEND FOR OUR protection. Request big, complete, new catalog on your t 
ranches: 


business card or letterhead. It's FREE. 


AIRO SUPPLY CO 







BARGAIN 
CATALOG 


17 W. Goth New York, N 
= 2732 WN. Ashiand Ave. Chicago, a 


qwe HARRY ALTER CO., Inc. 


CHIGAN AVE... CHICAGO 











1728 S. MI 




















GUARD 
PROFITS 
with 
SAFE 
HANDLING 


TRUCKS 


pANOM 





Handle your refrigerators, patented quick change ratchet 
ranges, radios, kitchen cabi nose 
‘ with ORANGEVILLE Newly rubber upholstered 














i & r soo oe eohetetawes tenient. simon, | Write _K x Per Set $39. 50 e py ao © Bnoumatic Tires Extra 
ORANGEVILLE MFG. CO., Orangeville (Columbia Co.) Penna. SELF-LIFTING PIANO TRUCK CO. 


FINDLAY, OHIO 

















VACUUM CLEANERS 
REPAIRED -REBUILT 


All Work 
Guaranteed 
— QUICK SERVIC 


Send your repair and 
rebuilding work to 
Re-New. Lowest 
prices on parts for al! 
makes. AlsoWashing 
Machine Parts and 
WRINGER ROLLS. 
RE-NEW SWEEPER CO. 
9593 Grand River Ave WRITE FOR 
Detroit, Mich FREE CATALOG 






“KEEP IT RUNNING” 


Satisfactory operation is a real contribution to customer satisfaction. 


wy bD AB 


“Keep it running,” and she'll come back. It’s the repeat sales that count. 


Parts, Services and Accessories can play an important part in building 
your business. It can keep you posted on where to obtain your require- 


ments in keeping your customers’ appliances in good running order. 

















VACUUM CLEANER PARTS 











































































































FREE! Our 92-page Catalogue New BRUSHES REBRISTLED 
for Mailing. A complete encyclio- — — 
pedia of the vacuum cleaner business. VACUUM SWEEPER BRUSHES rebristled 
4 a OUR MAILING LIST! Send Téc. Prompt, efficient service for Hoovers 
_. © Premiers H. B., Royal, etc. Clark's Sales & 
CHICAGO APPLIANCE COMPANY Servic 308 Ark City, Kans 
81g North Wells St. Chicago, Tl. aan ~ KR EMPLOYMENT : 7 RTUNITIES” : MERCHANDISE 
gest Replacement Parts source é : ; 
Americe”” nthe REPLACEMENT PADDING SELLING : : BUSINESS 
UNDISPLAYED RATE—Per Word DISPLAYED RATE—Per Inch 
REPLACEMENT PADDING for all makes Positions Vacant and all other classifica- 1 inch .............2e000. $8.00 
b ARMATURE of ironers—You will find our padding on tions (including Agents, Salesmen, Dis SP DG ccaccedeeuens 7.80 per inch 
K 2 WA j N D | N G nt BEN tributors, Representatives odvertiging). 4 to 7 inches...........+.. 7.60 per inch 
ucts Co. Box 484. Rochester. Minnesota 15 cents a word, minimum charge $3.00. Rates for larger spaces on request. a 
Motor Repair—All Types Positions Wanted (salaried employment ae , ner Ag ® ae de a a y 
YOUR ORGANIZATION only) % the above rates. ‘Mer. 
We stock vacuum cleaner parts Boz Numbere—Care of Electrical Mer- 
Write for prices and Catalog - Discount of 10% if full payment is made chandising’s New York, Chicago or San 
2 Is it complete? Are you thinking of ex- in advance for 4 consecutive insertions Francisco offices count as 10 words ad- | 
WILLMAN ELECTRIC Co. Jostins it? Naturally, for vacancies or of undisplayed advertisements. ditional in undisplayed ads. AP 
12506 Dexter, ‘ additions to your staff you are anxious to 
{ r._Dotrott. Mich. TAY Pinay ~ or men ——. The C 
° readers of lectrical erchandising 
i OVER 10 000 PARTS ae - ae os Le ae asso- EMPLOYMENT AGENCY REPRESENTATIVES WANTED and 
clated with the merchandising of electrical TTIW A (“PETE Ee ee cE 
I Actually Stocked 4s All Times eppliances. Their interest covers every DRAFTSMEN, D a “Eide Wel, toh oad Wanee or — 
. 4 phase of this business ranging from man- T oN, esigners, Engineers, an iddle West, South and Western ter car 
i Fer VACUUM CLEANERS and WASHING agement, sales or servicing employment to many other technical positions now open tories, men calling on electrical and har le’ 
4 MACHINES investment opportunities associated with the in New York. Consult employment columns ware jobbers. Line consists of approv ple 
%-HOUR SERVICE! establishing of new businesses, partnerships, of the New York Herald Tribune, mornings plug and cartridge fuses and electri and 
. Write fer Our Complete Catalog products, etc., etc., etc. If you have an and Sundays. Write for free booklet “Classes specialties. Factory is in the East. RW-4 the 
‘ Manufacturers Factory Representatives employment or business opportunity to offer of Employment” handled by the better New Electrical Merchandising, 330 West 42: 
‘ MIDWEST APPLIANCE PARTS CO. these men you can do so effectively and at Sa Saenid Tritune’ Dest Re Bed Street. New York City. l 
2722 W. Division St. CHICAGO, Il. small cost through advertising in the Search- e Sco . . 
¥ light Section of Electrical Merchandising. 4ist St.. New York City. REPRESENTATIVE AVAILABLE : use 
—-.ov YEAR OLD a pa bac 
teen years’ experience electrica or 
i es , WRINGER ROLLS REPRESENTATIVES WANTED appliances, twelve years last connection = 
This AD | orth 0 ; actory representative organizing an re In y 
, benens ft 50 on orders for 46 olin. oe ont uring March. 1937, MANUFACTURER'S AGENT contacting ing dealers and salesmen— washers 4 
{ 1%"—$.75; 1%”—$.80; 2°—$.90; 2%°—$1.00; 2%"—$1.25: builders, electrical supply houses to handle ironers. Interested factory representati 
‘ = 2%"—$1.60. Made up each 10c net extra. Frt. paid on electrical water heater control. Safety Con- New York State. Box 493, New Hartfo: YE, 
{ 36 rolls East of Omaha. s trol Co., 104 Platt St., Rochester, N. Y. New York. 
‘ on So to Order for Every roll is of Fresh Stock and Absolutely Guaranteed. 1 349 
Special March, 1937, Price REPURESO RUBEER C0. Yeusestoun, Chis OPPORTUNITY ADVERTISING “THINK SEARCHLIGHT FIRST” | 
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SGHELBRO 73 
The Coach 
lreble the effectiveness of your 
-ales force by demonstrating your 
merchandise at point of sale. Your 
salesmen will cover more territory, 
contact more dealers, write more 
orders. Your dealers and their 
sales personnel will know your 
product better. Many manufac- 
turers and jobbers of national 
prominence have found that their 
SCHELBRO Trailer Fleets have 
quickly paid for themselves in ac- 
tual, traceable plus business. 
SCHELBRO Trailer Coaches are 
the product of 30 years experience 
in fine coach building. They’re 
made in all sizes and styles, adapt- 


able to every type of product. . . 
and priced surprisingly low. 


SCHELM BROTHERS, INC. 
PEORIA, ILLINOIS 


| 
‘ 


~~ 4 


ABC Gmeruas Lacking 
WASHERS onc IRONERS 


Altorfer B 








APPLIANCE DEALERS 


ATTENTION! 
SAVE MONEY—TIME—LABOR 





It is easier to do it with the New Yeats 
APPLIANCE DOLLY.* 

On refrigerators, ranges, water heaters, 
and washing machines, it cuts the loading 
and unloading time 80%. With reasonable 
care delivery damage is eliminated com- 
pletely, both to the item being delivered, 
end to the doors, floors, and linoleum, in 
the residence. 

Up or down stairs, on or off the truck... 
use no skids, no extra padding. Save your 
back, and your pocket book. 

_ Write factory for address of distributor 
in your territory. 

* Patent Pending. 


YEATS APPLIANCE DOLLY MFG. CO. 
349 E. Ellis S#, Long Beach, Calif. 
— RERR e  R TET 








Cold Turkey Still Pays 


ques Continued from page 27 


experience that a salesman who feels 
that he is not too hard pressed to 
make a sale will do a far better job of 
constructive selling and will on the 
average collect larger down payments 
and arrange stiffer terms. It is the 
man whose wife and children are de- 
pendent solely on his commissions who 
is apt to accept $1 down and to make 
unfulfillable promises. The group sys- 
tem also eliminates the necessity of 
every man’s owning his own automo- 
bile and means a larger return for him 
because of the saving in tires and 
gasoline. 

In the meantime, advertising has by 
no means been given up. But Mr. 
Edwards now restricts his ads in large 
measure to tie-in advertising, espe- 
cially when either the top or bottom 
strip above the tie-in ad is available. 
This he has found gives greater re- 


| turns. The company does not go in 
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for sales in the sense of reduced prices, 
but occasionally a “special” is offered 
in the form of a premium. Women are 
particularly susceptible to this form of 
sales inducement and have been known 
to purchase a $200 major appliance in 
order to obtain a $7 toaster which is 
offered free with the sale. The premium 
also makes an excellent approach for 
the man in the field. When it is small 
enough it can be carried along and left 
immediately at the home at the com- 
pletion of the sale. 

Under this system the McCormick 
Company has been continuously ex- 
panding, both in the number of sales- 
men and in the volume of business 
done. It has at various times had one 
and two stores serving various dis- 
tricts of the city. 
fact is that it has expanded from the 
store into the field—and that its ac- 
tivities are gradually covering all 
Portland in a systematic barrage of 
group selling. 


66 33 
R stands for 
Hlectric Range 


HEN you see a small gold letter 

in the lapel of a member of the 
Electrical League of Southern Cali- 
fornia, it means that the wearer is 
owner of an electric range. Initial 
presentations were made at an en- 
thusiastic meeting of the Los Angeles 
Electric Club on June 15, at which 
Ross Hartley, president of the Elec- 
tric Corp. and originator of the pro- 
gram, presided. Buttons may be 
awarded to any member of the electri- 
cal industry whose application blank 
obtained through the League is duly 
filled out and approved. To date more 
than 1,000 husbands and wives have 
heard the electric range program be- 
ing sponsored by the League as part 
of its industry wide “Use It Your- 
self” campaign. 


1937 





But the important | 


DEALERS WANTED 
for NEW LINE of 


PROPELLAIR 
CIRCULATOR FANS 








@ Each model 
provide greater air delivery with 
smaller power consumption than any 
other fan of equal size. Amazingly 
silent: handsome finish in dark green 


GUARANTEED to 


Morecco and Chrome. Ideal for all 
types of stores, restaurants, commer- 
cial buildings. Widely used as cen- 
tral ventilating system for homes. 
Vast possibilities for progressive 
dealers. 
Made in 22” and 28” sizes in table, 
wall and ceiling mode 


ATTIC FAN FRANCHISES OPEN! 


Leow in eriginal cost and ope 

cost. Very silent, yet high air deliv- 
ery. Reduces indoor temperatures 16 
to 20 4 e ke, 


oders. Every home and small building 
owner a prospect. Thousands be 
sold this i and summer. Make 
this it in your territory. 

GET FACTS! Let us exp our propo- 
sition in detail, accompanying it with 


complete information about PROPEL- 
Circulator Fans and Attic Fans. 
Write now. 

















PROPELLAIR, Inc. 


1301 Lagonda Ave 
Springfield « Ohio 



































Advertised in 
Collier's and 
AmericanHomel 


Electric-Motor Oil. 





LARGE-SIZE CAN oF 
GULF ELECTRIC-MOTOR OlL 


MAIL THIS COUPON FOR YOUR FREE CAN! 


Gulf Petroleum Specialties, 541 Gulf Building, Pittsburgh, Penna. 
Please send me, without any obligation on my part, one FREE large-size can of Gulf 


i 










O acquaint you with one of the 
world’s best items at cutting 
service costs, we are offering FREE 
—to every electric appliance dealer 
—our large 25c-size can of Gulf 
Electric-Motor Oil. This oil is the 
one oil made specially for electric 
refrigerators, washers and other 
motor-driven appliances. When 
used by your customers, it vill do 
more to lengthen motor life and 
cut down service calls than any 
one thing we know. 





Name 





Name of Firm 





Street. 
City. 


State. 
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To the Editor: 

I have carefully read your editorial 
relative to the greater equipment of 
homes with electrical appliances, and 
the following is a partial answer to it: 

The February Editorial and con- 
templated May issue of the Electrical 
Merchandising is exactly what the 
industry needs—lots of prodding and 
liscussion. The public and even our 

wn industry are not so well acquainted 
with this subject as we might be. 

We have the following comments 

to make on some of the statements 
made in the editorial: 
1. People buying $6,000 to $7,000 
houses must carefully budget their 
expenditures. If it were true that 
this group of home buyers had heard 
about air conditioning, electric cook- 
ing, dish washers, plenty of outlets 
and good lighting fixtures the chances 
are that the thought of them is dis- 
missed in favor of tinted tile bath 
built-in cabinets and other 
equipment which builders and archi- 
tects have been taught to specify. 

Few people of this group would 
feel justified in spending this 10% to 
15% more for electric equipment. It 
s questionable if the prospective home 
buyers are aware of the advantages 
of electrical equipment. 

2. Complete electrification of the home 
can not be sold as an expensive “alter- 
nate” to a bone-cost house which has 
i minimum of all conveniences. Both 
the buyer and the designer must be 
fully aware of the advantages of 
electrical equipment and adequacy 
and above all the architect must know 
how to have these features fabricated 
in his building. The best time to 
secure complete electrification is while 
the job is still on the drafting table 
Most all industries selling building 


rooms, 


materials realize the importance of 
the architect and builder, and have 
specially trained men calling upon 
them. Although there are many man- 
ufacturers of different wiring devices 
and electrical equipment for the home, 
few are in a position to furnish a 
complete advisory service from the 
service outlet to the last switch and 
appliance. 
3. In speaking of air conditioning and 
quoting estimates, you do not include 
summer cooling. The highly developed 
package air conditioning system of 
which you speak, would require an 
additional $300.00 to include cooling. 
Therefore, to complete the all electric 
home with summer cooling would re- 
quire $900 to $1,100 additional to 
the $6,000 or $7,000 house. 

On the ane hand, you are correct 
n encouragin the electrical home to 
it least put in fest to which cool- 
ng can be added conveniently later. 

In order to keep the air condition- 
ing operating cost low in th 





tric home, such things as wall and 
attic insulation and double glass for 


windows must be considered in the 


first cost of the “all-electric” build- 
ng, as compared to the “bare neces- 
; , 
y” building. 


E. W. Luioyp, Vice-President, 


Commonwealth Edison ( 






MORE LETTERS 


Chicago, Ill. 


To the Editor: 

I have read your very interesting 
editorial for the February issue of 

Verchandising”, and think it is an 
excellent one. 

However, here in the West, we 
are more interested in electrifying and 
bringing up to some degree of ade- 
quacy, the old structures, than we are 
the new ones, at the present time, 
believing there is many times as much 
business available in these old struc- 
tures than in new ones. We also 
find that people who are contemplat- 
ing building new homes and are in 
the process of construction, are ac- 
quainting themselves with all of the 
modern conveniences, and are very 
much alive to the electrical idea. With 
the result that facilities for many 
more electrical appliances are being 
built into the modern homes. 

This is not at all true of the old 
structures, which apparently are being 
entirely overlooked, especially by the 
electrical industry. We believe that an 
industry move should be generated, or 
steps taken to modernize these old 
structures. Manufacturers would prob- 
ably also be interested in developing 
new and simpler wiring materials and 
devices. This would also encourage an 
improved technique for installation. 

It would be very interesting to see 
an editorial on this subject in your 
very fine publication. 

H. C. Rice, Merchandising Manager, 
Southern California Edison Co., Ltd., 
Los Angeles, Calif. 


aa 


To the Editor: 


Thanks very much for the advance 
reprint of the editorial to be published 
in the February issue of Electrical 
Merchandising. 

You point out a fact that is worthy 
of the favorable attention and careful 
planning of all interested in the sales 
of Doisestic Electric Equipment. 

Our electric properties recognize 
the opportunity your editorial relates 
ind for some time past, in certain 
territories, they have, through the field 
work of representatives specializing 
in developing complete home electrifi- 
cation, successfully promoted the idea 
with builders of new homes and own- 
ers of existing homes. 

With the advance in home building, 
this field for complete home electrifi- 
cation is rapidly growing in oppor- 
tunity and importance. 

All organizations associated with 
the electrical industry, particularly 
the Manufacturers, Distributors, Con- 
tractors and Dealers, must actively 
support this movement, if the oppor- 
tunity of the present advantageous 
period is realized. 

We hope you will continue to en- 
courage participation in this field. 
Harvey A. Keys, Merchandising Man- 
ager, Sales and Advertising Division, 
Public Utility Eng. & Service ( 


Chicago, Iil. 
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NY WRINGER is a better wringer when equipped with Lovell 

Hand Made Rolls. Thousands of women know this fact and 
specify Lovell Rolls when replacements are required. Lovell Rolls 
have a tough, long-wearing tread that protects the cushion rubber 
and resists the abrasions of buttons and buckles. Strong alkalies and 
caustics can’t harm it. The crepe finished surface insures traction. 


OUR DIFFERENT RUBBERS are used to make a Lovell Roll. 
The first rubber applied to the shaft is a bonderizing compound 
that “ties” the double cushion so tenaciously to the steel that the 
“pull” of heavy garments or the distortion caused when heavy gar- 
ments are wrung can’t separate the rubber from the shaft. Lovell 
Rolls are guaranteed never to come loose from the shaft. And Lovell 


shafts are guaranteed never to break. 


ARD RUBBER WASHERS are vulcanized to the shaft to seal the 
H ends of the roll. These washers prevent seepage of water which 
would cause the shaft to rust and the rubber to come loose. These 
end seals serve another purpose. They support the ends of the roll 
so that the thin outer edges of garments can be wrung as dry as the 
thick folds at the center. The ends of one piece rolls “give way” 
when pressure is applied. 


— LAMINATED CUSHION is applied by hand. It is 
compounded to provide a specific degree of resilience. The 
tension of the pressure spring and even the slight displacement of 
the shaft when under pressure are carefully counter-balanced with 
the resilience of this cushion. Finally, each roll is sealed in an in- 
dividual mold and subjected to heat and pressure until all four 
rubbers and steel shaft become one inseparable unit. The finest 


roll that experience can build. The fest roll that money can buy. 


THE LOVELL MANUFACTURING COMPANY 
ERIE, PENNSYLVANIA 











1—Foundation Rubber 2—Hard Rubber Washer 3—Double Elastic Cushion 4—Tough Tread 
5—Larger Diameter Shaft Where Strains Are Greatest Prevents Breakage. 


































Left: Hard 
ber washers 
vent seepage ©, 
water ond rein 
force roll ends, 
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... Wee NEW 9-WAY ADJUSTABLE INTERIOR 


STORAGE-ABILITY never known in 





home refrigeration before! Includes a 








PLETENESS NEVER BEFORE VICES 


FOR HOME REFRIGERATION 


GREATER ICE- ABILITY 


2-way Frozen Storage Compartment 
.. . 2-way Cold Storage Tray . . . 3-way 
Sliding Shelf ...2-way Multi-Storage 
Section. 9 quick, easy adjustments, 
with dozens of variations. 


THE 1937 FRIGIDAIRE 
LINE INCLUDES 
4 De Luxe Models 
5.1 to 8.25 cu. ft. sizes 
5S Master Models 
4.1 to 8.25 cu. ft. sizes 
Imperial Model 
13% cu. ft. size 
3 Special Models 
5.1 to 7.2 cu. ft. sizes 
The D3-37—3.1 cu. ft. size 
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Ends “Cube-Struggle”’ and 
“Ice-Famine”™! 
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5. GREATER SAVE-ABI LITY 


-MISER 
ONLY FRIGIDAIRE HAS THE METER 


FRIGIDAIRE ANNOUNCES 


A SENSATIONAL NEW LINE ...AND THE BIGGEST, 
MOST DRAMATIC SELLING PROGRAM IN ITS HISTORY 


® YOU'LL DO STILL BETTER WITH FRIGIDAIRE IN 1937. Because 
Frigidaire is putting back of its sensational new line the most 
sweeping, far-reaching Selling Program in its history! Sales 
strategy which retains everything that shattered all sales records 
in 1936. Plus mew strategy—built around “ALL 5 Basic Services for 
Home Refrigeration.” Plus, also, the introduction of the new 
Instant Cube-Release—greatest improvement ever made in ice 
convenience! All backed by an even heavier, more concentrated 
advertising schedule! 

The 1937 program is complete, dramatically presented, sales- 
compelling in the highest degree. So watch Frigidaire selling 
men set the fastest pace on record. They’re bound to do still better 
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Watch for the smashing annc 
ment ads appearing in 157 
papers from coast to coast and in 
these leading publications. 


Beginning March 7! 


The Saturday Evening Post 
Collier's 

Liberty 

Time 

Cosmopolitan 

National Geographic 
American Home 

Better Homes and Gardens 
American Weekly 

This Week 

Woman’s Home Companion 
McCall's 

Holland's 

The Graduate Group 
Electricity on the Farm 
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